tl —— 


a as 7 | ae mabe > | 
= ‘wae — ee rae | ae a re ea a ae 
pene — $< - 3 


eet 


ADVERTISER'S WEEKLY JS. HOW AGENTS CAN WORK WITH 
OT TV PROGRAMME COMPANIES 


Lancashire 
and 
North West 


ORGAN OF BRITISH ADVERTISING 


One way 


_ or another, 


- most people 


- get hold of 
PUNCH 


- (Not to mention 
Punch’s regular 

readers — 

a tidy number 

all told ) 
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ADVERTISER'S WEEKLY 


To The Editor.. 


Half Crusade cost 

spent on publicity 

Just over half the cost of the 
Billy Graham Greater London 
Crusade estimated to be 
£100,000—is being spent on ad- 
vertising and publicity. 

Agents in this country, 
Frederick Aldridge Ltd., have 
booked spaces in the London 
evenings, suburban weeklies, and 
a number of periodicals. A 
series of centre spreads is 
appearing in the London Weekly 


Diary of Social Events. Over 
800 posters have appeared in 
London and the provinces. 
THIS WEEK 
Copytaster on ‘‘plagiarism’’ in 
advertising page 484. 
NEXT WEEK 
Holland: A survey of markets 
and media. 


Big demand for 


colour films 


Two colour film shorts shown 
by Amateur Photographer to 
more than 15,000 visitors to the 
Schoolboys’ Exhibition, met with 
so many requests from clubs and 
photographic training establish- 
ments that they have been com- 
bined into a single reel. 

Included in a lending library 
operated by Sound-Services, 
Ltd., this is being shown all over 
the country, 


Showing under canvas 


One of the largest electrical 
exhibitions ever staged outside 
London will be associated with 
the sixth Electrical Power Con- 
vention at Eastbourne, June 14- 
18, 1954, It will be “housed” in 
a mammoth marquee covering 
24,000 sq. ft. of the Winter 
Garden grounds. 

Press officer for the Convention 
and Exhibition will again be 
John M. Fraser. 


Pressure on 
poster space 


Sm,—Cyril Sheldon in _ his 
article entitled “Space—The 
Limiting Factor’ (February 25) 
mentioned that more poster ad- 
vertisers are now booking for 
52-week periods than heretofore. 
This is surely because: 

1. It gives an opportunity to 

encies to work on the dis- 
play and effect improve- 
ments, etc. 

2. The cheaper rate is obtain- 
able by booking for 52 
weeks. 

In the past when space was 

lentiful, contractors were de- 
ighted to receive long riod 
orders and presumably that is 
one of the reasons the 52-week 
rate came into force, i, to 
entice advertisers to book on a 
52-week basis. Now it would 
appear that the billposting con- 
tractors would prefer short 
period orders. Assuming that 
this is not because four 13-week 
orders would bring in more 
revenue at the 13-week rate than 
one 52-week order, I would sug- 
gest that the trade can solve their 
problem by making the cheapest 
rate applicable from 13 weeks. 

With regard to existing adver- 
tisers giving up space for certain 
periods this could probably be 
effected providing a guarantee 
was given that they would return 
to their former sites at the end 
of the agreed period, and also 
guaranteeing that whoever ob- 
tained use of the space for these 
short periods would not be asked 


to pay more for the site owing 
to the short period booking, than 
the rate being enjoyed by the 
advertiser giving up the space. 


K. LEAKE. 
8 Manor Road, 
Halsford Park, 
East Grinstead. 


Another blow at 


advertising 


Sm,—Much as I agree with 
Lawrence F, Wass (March 4) 
when he says that many people 
in advertising are too touchy, I 
must point out another TV pro- 
gramme where advertising really 
was roughly handled. 


In the “In the News” pro- 
gramme on March ‘5 that 
prominent Socialist politician 


Mr. Shinwell declared that the 
consumer always pays for adver- 
tising. At the time they were 
discussing the question of spon- 
sored TV. Sad to say, no other 
member of the team disputed 
Mr. Shinwell’s statement, in fact 
the general tone of the conver- 
sation was extremely hostile to 
advertising. 

When even M.P.s are ignorant 
of the economics of advertising, 
can it be wondered at that the 
subject is a closed book to most 
adults? What is wanted is a 
P.R.O. who can speak for adver- 
tising, a man of authority who 
can refute the false ideas that 
even people with a reasonable 
education seem to hold on this 
subject. 

K. A. MCKENNA. 
135 Hazlewood Drive, 
St. Albans. 


TWENTY-FIVE YEARS AGO 


March, 1929 


Percy Lister, managing director of 
R. A. Lister & Co., offered £5,000 
to a scheme to advertise British 
goods abroad if 99 other firms 
would offer a similar amount. 


ak * 1K 
The People increased their display 
rates from £7 to per single 
column inch, 
ok ok ae 
A dealer relations section of the 


Incorporated Society of British 
Advertisers was formed. 
oe ok * 
Bennett Williams (Advertising) 


Lid. of Bradford was registered as 
a private company. 
* ok 

Britannia and Eve were amal- 
gamated. 
ok ak * 
H. J. King-Potter was elected 
resident of the Press Advertisement 
anagers’ Association. 


It was reported that £7,106 had 
been raised during the year for 
the National Advertising Benevolent 
Society. 


a * * 

W. S. Crawford Ltd. acquired 
an interest in Paul Derrick 
Advertising Agency Ltd. 

oe ok ak 

Details of the Advertising Asso- 
ciation’s first education scheme were 
announced. 

os * ok 

C. F. Higham Ltd, took over the 

advertising for Coty. 
oe ak ok 

A London agency advertised for 
a general assistant “with knowledge 
of blocks, printing, accounts, routine 


and able to prepare roughs and 
some finished work. Salary 35s. to 
40s." 

aK 1K * 


The Co-operative movement took 
over control of Reynolds Illustrated 
News 


Drive to sell more 
Australian produce 


A public relations campaign 
has started to sell more Austra- 
lian food and wine in_ this 
country. Taking part in the 
scheme are Radiation Ltd. One 
of their demonstrators, Nancy 
Gepp, who is an Australian, will 
be touring the country showing 
housewives how to cook typical 
Australian dishes. The demon- 
strations, on Radiation cookers, 
will be organised by local gas 
boards. 

To launch the campaign a 
press party, arranged by Ken- 
nerly Edwards and Associates, 
was held at Australia House on 
Monday when the Australian 
High Commissioner (Hon. T. W. 
White) attended. 


Agency dinner 
G. Street and Co., Litd., held 
their annual dinner and dance at 
the Eccleston Hotel, London, on 


Friday. The toast to the com- 
pany was proposed by the chair- 
man, G. P. Jackson, and A. R. 
Robinson, account executive, 


replied for the staff. A toast to 
the old members of the staff was 
proposed by, J. E. Harrison, joint 
managing director. 

A cabaret was provided by 
Michael Baily, a member of 
Street's staff who is a Gold Star 
member of the Inner Magic 
Circle, and members of Street's 
Amateur Dramatic Society. 


Long range cooking 


Six manufacturers were in- 
vited to contribute financially to 
the promotion scheme which 
J. G. McCallum & Co., Edin- 
burgh agents, have undertaken 
on behalf of the South East 
Scotland Electricity Board. 
Their six cookers have appeared 
in half-page advertisements 
featuring “freedom cooking’ by 
automatic control. 
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GRAFTON WORKS LONDON. NW 
5595-0"? 


G. A. Shankland 


Lud. kee 


FINE QUALITY SILK SCREEN. 
DISPLAY. STOVE ENAMELLING 
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THE. APRIL ISSUE OF 


HOMES. 


AND GARDENS. 
BREAKS ALL RECORDS? 


w 


RECORD SIZE — 18s pages, the greatest issue ever published, plus a 16 page | 
: colourgravure supplement on HOME DECORATING — remarkable value which will be . 
fully appreciated by the 1,320,000 readers of the magazine* 


RECORD SADES a. att nm, ity om se 


advertising, wili be very much in excess of 140,000 copies, providing a handsome bouns 
fer advertisers? 


RECORD ADVERTISEMENT SUPPORT 100 paces of | | 


| ‘ advertisements, the greatest number ever —27 in full colour — emphatic proof of the 
m confidence whieh leading advertisers place in HOMES AND GARDENS, 


* Hulton Survey i953 


‘THE JUNE ISSUE CLOSES FOR PRESS © 


i Boug gy wll wer 140.000 womer 
i" 5 who leat a hobly of their homes — ¥ 
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they’ ve got a beautiful home 


Better than we had when we started, eh? With the biggest daily 

I should say. They've got television, A washing machine. A vacuum net sale on earth, 

cleaner. The whole works. And you should see their bedroom suite ! the DAILY MIRROR 
offers the most powerful 


They must have been saving pretty hard. 
mass market coverage 


They have. And young Harry makes pretty good money, you know. | in the history of daily 
They've been doing a lot of overtime at his place. She’s working as well, newspapers at the lowest 
of course. square inch per thousand 
Well, good luck to them. Wish I’d been able to get all I wanted rate of all national 
when I was a youngster. dailies. 


But you're not doing so badly now, are you ? 


No, I’m not doing so badly now. Come to think of it, Jack, although 
we moan a bit sometimes, most chaps like us are better off today. 


Yes, I guess you're right. I’ve been able to buy quite a few things the When planning 
last few years I only used to dream about. your schedules you 
MUST include 


DAILY MIRROR 


' THE DAILY MIRROR 
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Mr. Harvey will be respon- 
on SO ie oe 
at which, it anticipated, 

leading political figure will 


a 
discuss the political situation as 
it affects advertising. 


Convenors are named for AA 
conference sessions 


International 
fairs planned 
for Britain 


Two international fairs are to 
be held in this country later this 
ear. The first, to be called the 
idings International Fair, will 
be held at Harrogate, July 31- 
August 14; the second, the West 
Country International Fair, at 
4 Qetobes 9-23. , by 
are ing organised 

~~ ay Exhibittons Ltd., of 
Salfords, Surrey, who are con- 
nected with international fair 


The Display Producers & Screen 
Puintesy Sesotietien Love appented 
a committee, with H. shford 
Down as chairman, to consider 
methods of training artists for the 
silk screen industry. 


organisers in European countries. 
They state that the fairs will be 
organised on the same impressive 
scale as on the Continent. 

The exhibitions will be housed in 
prefabricated buildings, and nine 

vilions have already been planned. 

—_ national advertisers are ¢x- 
pected to participate. 

There will be intensive poster and 
newspaper advertising campaigns. 


MORE ON SAVINGS ADS 


An increase of £50,000 for 
National Savings advertising and 

blicity has been allocated in the 
954-55 Civil Estimates for Central 
Government and Finance. It is 
expected that £222,500 will be spent 
on press advertising next year, 
compared with £182,500. 


. ’ ee oe | 
Selling spon ges 


Glamorous girls dressed as mer- 
maids are being employed by the 


their stand at the “Daily Mail” 
Ideal Home Exhibition. 


ARE SHOPPING GUIDES OUT? 


Competitive TV bill 
raises points for 


further negotiation 


TO-MoRROW (Friday) the Institute of Incorporated 


Practitioners in Advertising’s television ad 


will meet to discuss the Government's Television 


First reactions of the advertis- 
ing industry to the Television 
Bill are favourable. It is felt 
that the recommendations of the 
Institute of Incorporated Prac- 
titioners in Advertising and the 
Incorporated Society of British 
Advertisers have had some in- 
fluence on the Government's 
scheme. 


D POINTS 

Restrictive legislation is re- 
freshingly absent from the Bill. 
Many important matters are left 
to be decided by the pro- 
posed Independent Television 
Authority, either with or without 
the approval of the Postmaster- 
General. For example, no 
classes of goods or services are 
banned—such as pools, liquor, 
or patent medicines. 

Similarly there has been no 
attempt to lay down the number 
of contracts which the Indepen- 
dent Television Authority must 
make with the programme com- 


panies. As much as ible 
appears to have been for 
negotiation. 


panel 
BAD POINTS 
Some criticism is directed 
against the rather nebulous 


nature of the Bill, notably as 
regards magazine programmes, 
shopping guides, and the use of 
documentaries, which were talked 
about in the White Paper but 
are not mentioned in the Bill. 
The Government is clearly 
determined to legislate against 
any form of sponsorship, but the 
posatins of the relevant clauses 
in the main body of the 
Bill and in the Second Schedule 
(Rules as to Advertisements) 
would appear to cut out the sort 
of programmes envisaged in the 
White Paper, including shopping 
ides and documentaries made 
firms. Enlightenment is 
needed on these points. 


Younger Budget Films use GUCMGE 
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Heads world 
screen ad 
organisation 


At a meeting in Dusseldorf, 
Ernest Pearl, chairman of Pearl 
& Dean (Overseas) Ltd. was 
elected first president of Inter- 
national Screen Advertising Ser- 
vices, and B. Kiewe, a director 
of the firm, was appointed sec- 
retary. Both offices will be held 
for one year. 

Founder members of LS.A.S. 
are leading screen oe 
companies in Belgium, Federa 

German Re- 


dorf meeting 
ap plica- 
tions for 


Ernest Pearl 


ceived from 
other screen advertising com- 
panies in many parts of the 
world, including North and South 
America, South Africa, Australia 
and Finland. 

Objects of LS.A.S. are the 
promotion and development of 
screen advertising internationally. 
Each member company will pro- 
vide exhibition facilities in their 
own country to other members, 
and thus national advertisers can 
obtain facilities for advertising 
their products internationally on 
cinema screens. 

Matters discussed at Dussel- 
dorf included a code of standards 
for members of 1.S.A.S., and the 
establishment of a permanent 
secretariat. 


New cooking fat 


1.as ‘golden touch’ 
Van den Bergh's new cooking fat, 


Cookeen, has 
greaseproof wra p 
panel in gn ue. The brand's 
symbol, “The Golden Touch,” 
appears in the dark blue vel on 
ae side of the pack and the under- 
side carries instructions for  oageld 
making. The product will on 
sale as from May 10. 


been packed in a 
r with the to 


GOVERNMENT'S PLAN FOR COMPETITIVE TELEVISION 


Marcu 11, 1954 


Authority to run independent 
TV can provide own shows, ads 


Television Authority, that is to 
provide the competitive service, 
will function. The Bill provides 


or disorder; ate 
programmes s maintain a 
proper balance and a hi 
general +-¥ ~y of quality; 
news given in the programmes 
shall be impartial and 
accurate; diate 
a proper proportion films 
and other recorded matter 
shall be of British origin, 
no matter (except as speci ly 
allowed) designed to serve 
the interests of an litical 
party shall be included. 


Party political broadcasts 


The last provision, however, 
does anh qoueete the relaying of 
the B.B.C.’s party 
broadcasts, nor the 
inclusion of political views in 
properly balanced discussions or 
debates. 

No advertising agent will be 
allowed to be a member of the 
authority. The Bill is very 
specific on this point :— 

“Before appointing a person 
to be a member of the 
authority, the Postmaster- 

General shall satisfy himself 

that that person will have no 

such financial or other interest 

(and, in particular, no such 

financial or other interest in 

any advertising agency or in 
any business concerned with 
the manufacture or sale of 
apparatus for wireless tele- 
graphy or other telegraphic 
equipment, or in any business 
consisting or intended to con- 
sist in whole or in part, in 
entering into or carrying out 
contracts with the authority 
for the provision of pro- 

grammes or parts of . 

grammes) as is likely to affect 

emer ially the discharge by 
im of his functions as member 
of the authority. 

M.P.s are also barred from 
membership of the authority. 

Advertisements, it is laid down, 
must be clearly inguishable 


from the programmes and the 
amount of time given to them 
must not be so great as to 
detract from the value of the 
programmes. 

e authority will have to 
consult the Postmaster-General 
as to the classes and descriptions 
of goods or services which must 


not be advertised and the 
methods of advertisi which 
must not be employed and to 


carry out any directions which 
he may give them in those 


papa. 
dvertising rates will be fixed 
and published by the programme 
contractors concerned. 

Whenever practicable there will 
be an allocation of time for short 
local advertisements. 


nothing shall be 


programmes 
supplied or even suggested by an 
advertiser 


It will be the duty of the 
authority to ensure adequate 
competition between a number 
of independent programme con- 
tractors. 

Normally the programmes will 
be provided by the contractors, 
but the Bill recognises there may 
be times when it is desirable that 
the authority should provide 
items of their own either to 


secure a proper pro 
balance or to Ail gaps — 
contracts, 


It is partly for this purpose 
that the Government has decided 
to grant the authority initial 
annual sums of £750,000. 


The advertisements must be 
clearly distinguishable as such 
and recognisably separate from 
the rest of the a. 

amount 


shall not be so great as to 
detract from the value of the 
programmes as a medium of 
entertainment, instruction and 
information. 

Advertisements shall not be 
inserted otherwise than at the 
beginning or the end of the 
programme or in natural breaks 
therein, and such rules as may 
be agreed from time to time 
between the authority and the 
Postmaster-General, or as the 
Postmaster-General may in 
default of agreement determine, 
shall be observed as to the in- 
tervals which must elapse— 


THESE RULES WILL GOVERN THE 
ACCEPTANCE OF ADS 


A schedule accompanying the Bill lays down the 
following rules to cover advertisements: 


published in such form and 


manner as the authority may 
determine. 


any relation to any 


used by the authority, there 
appears to the authority to be 
a sufficient local demand to 
justify that course, provision 
shall be made for a reasonable 
allocation of time for short 
local advertisements. 


between periods given over 
to advertisements; and 

between any period given 
over to advertisements and 
any such broadcasts or 
class of broadcasts as may 
be agreed upon by the 
authority and the Post- 
master-General or as the 
Postmaster-General may in 
default of agreement deter- 


reasonable discrimination either 
against or in favour of any 
particular advertiser. 

The charges made by rd 
programme contractor for ad- 
vertisements shall be in accor- 
dance with tariffs fixed by him 
from time to time, being tariffs 
drawn up in such detail and 


When the ITA 
may take ads 


The Bill provides that the con- 
trolling authority may themselves 
provide parts of -_-—, to 
ensure a proper lance in 
subject matter when such items 
cannot—or cannot as suitably— 
be provided by programme con- 
tractors, when there are gaps 
between contracts or when there 
is a shortage of programme 
contractors. 

The Bill stipulates that in the 
case of an advertisement included 
in a programme—or part of a 

rogramme—provided by the 
ndependent Television Authority, 
payment should be made to that 
authority. 


te # ; : : —— : “y wines” 
: mn a _— 
i es 468 a 
; is deter- included in programme or adver- 
a The Government witch a, 
2 — mp beens commercial plies that any part of any 
- et a 
= programme will be pre- 
t dominantly British. This is 
is specially laid down in the 
ee Television Bill, which seeks 
; to define the framework of 
og commercial television for the 
p> el on public ae eee. 
ee i a France (in. Great importance is attached 
. i S cluding by the Government to the terms 
‘4 ™ French Uunder_which the Independent 
4 : in ii ee 
ye 7 . rica), 
at | @, 7 Great 
ae Britain, Italy ‘that—_ — 
at” Se and Luxem- uae in the programmes The Bill rules out anything in 
oe Me bourg. At shall offend good taste or the nature of “sponsoring.” It 
eee : ‘ the Dussel- decency, or incite to crime provides that — 
pcs Ny 
. | . 4 
4 Bes membership 
2a PF were fre- 
} permitted which is inserted by 
; M adv ing in the programmes or on behalf of any body the 
ne SC objects of which are wholly or 
mainly of a religious or 
i political nature, and no adver- 
tisement shall be permitted 
yy which is directed towards any 
; : religious or political end or has 
‘A ee industrial 
od dispute. 
Rk If, in the case of any of the 
_ television broadcasting stations 
ita nd | . mise ‘ @Poeeese2woo eo] 
Sap i ” 
i, j as a “ee” * 7 
: A, , 3 es | cook ‘ 
’ : z= ; “a oS ae 
Fee mine 
‘ a tn selecting the | advert 
OA ments, there must be no un- 
a | 
k= ’ 
' ; 
; 
; 
ee 
¢ Ses cL 2 5 an ree a Ba Oe sa aes ges ai "i ll , alia 
“eh a apt aa Bere. ag ue of ae ay par “a - 2 : 7 -_ +... a . 4 a . vo : a 


Regal empers atedten_ oe. now, Setovtetan, OOF 


opinion—which runs counter to the 
was given to “Advertiser's Weekly” by a ~ 4 expert who 
has studied the provisions of the Television Bill. 


The Bill envisages that the 
contractors may be either single 
individuals, partnerships or com- 
panies, he writes. In practice, 
of course, they will almost cer- 
tainly be companies. 

Programme contractors are to 
be forbidden to carry on the 
business of an advertising agent 
and conversely certain persons 


or companies connected with the . 


business of advertising agents 
are defined as “disqualified per- 
sons” and the aut ~_ 4 —. 
as far as possible, see that they 
om not employed as programme 
contractors. 
The following are disqualified : 


(a) Individuals: 

e following may not be _ 
gramme contractors either alone 
or in partnership. 

1. Persons not ordinarily resi- 
dent in the U.K. (irrespec- 
tive of nationality). 

. Persons carrying on business 
as advertising agents. 

. Directors or officers of ad- 
ee agencies which are 
compa: 

‘ Employees of advertising 
agencies. 


() Companies: 

1. Companies incor porated 
abroad. hich 

. Companies whic 2 > 
business as advertising 
agents. 

. Companies which are con- 
trolled by a disqualified 
person or by two or more 
disqualified persons to- 
gether. (Thus, for omen, 
companies the majori a 
whose shares are hel 
poten resident abroad, z 

y advertising agents, or a 
combination of both, would 
be disqualified.) 

. Companies in which control 
is vested in a holding com- 
pany which in its turn is 
controlled by a disqualified 
person or by two or more 
disqualified persons. 

There 


programme 
company provided it does not 
have control, and provided 
that it does not, together with 
other disqualified persons or 
companies, own enough shares 
to give them joint control. 
Nor does there appear to be 
any reason why a person living 
abroad, an advertising agent, or 
a director or employees of an 


ns agency should not 


(a) Own shares (without con- 
trol or joint control) in a pro- 
gramme contractors’ company. 


or 
(b) Be a director of a pro- 
gramme company. 


or 
(c) Be employed by a pro- 
gramme company in any 
capacity. 

The importance of these pro- 
posals to the advertising profes- 
sion is obvious since although 
agencies are to be prevented 
from simply appearing under 
another hat as programme com- 
panies there is to be nothing to 
prevent agency capital, and 
above all advertising men and 
women, from playing a part in 
the production of programmes. 

The definition of control given 
in the Act is a strictly legal one. 
The actual wording may give rise 
to some discussion, but it seems 
that, provided the advertising in- 
terests have not got an actual 
majority of the voting power, or 
other controlling power conferred 
under the articles of association 
or other documents, there will 
be no limit to the role they may 
play in the management of the 
company. 


Penalties 


In making contracts with the 
programme contractors the 
authority must insist on certain 
terms which will enable them to 
discipline the contractors in the 
event of their failing to keep the 
rules laid down in the Bill. 

These terms are to include a 
requirement that if the pro- 
gramme contractor fails to keep 
the rules he is liable to a penalty 
of up to £500. Whether or not 
the contractor is liable to pay 
the penalty is to be decided by 
arbitration. 

If the programme contractor 
has incurred such a penalty on 
at least three separate occasions 
the authority will be entitled to 
end the contract either at once 
or on such notice as they think 
fit. Before they do so, however, 
they will be bound to give the 
programme contractor “ a reason- 
able opportunity of making 
representation with respect to 
the matter.” 

If the contract is ended the 
programme contractor is not to 
be entitled to any compensation 
or to any refund of any sum paid 
to the authority. 
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‘RULE SHOULD 


BE RELAXED’ 


One of the clauses in the Bill 
likely to prove most contentious 
ee: 

Nothing shall be included in 
any programmes broadcast by the 
authority, whether in an adver- 
tisement or not, which states, 
suggests or implies, or could 
reasonably be taken to state, sug- 
gest or imply, that any part of 
any programme broadcast by 
authority which is not an adver- 
tisement has been supplied or 
suggested by any advertiser; and, 

except as an advertisement, 
nothing shall be included in any 
programme broadcast by the 
authority which could reasonably 
be supposed to have been in- 
cl therein in return for pay- 
ment or other valuable considera- 
tion to the relevant programme 
contractor or the authority.” 

The Popular Television Asso- 
ciation has expressed the mane 
that before the Bill is finally 
approved there will be some re- 
laxation of the rule that pro- 

| must be completely 

ivorced from advertising. Many 
interesting films “produced 
commercial companies have little 
advertising content.” 

The Association has applied to 
the Postmaster-General for 
representation on new 
authority. 
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rogramme 
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BEN RUMAN 


Robert Sharp & Partners poster for 
Ben Truman's pale ale was 
‘arthur by their art director, 
ur Wilson, and the artwork was 
leted by J. Millar Watt, the 
wie nator of the “Pop” strip car- 
toon character, The agents state: 
“Our thoughts behind the design of 
this poster were that it should have 
a feeling of warmth and humour— 
the type of association we felt was 
needed in a beer poster. i 
“Current 518). 
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Re-introducing— 
Sir Kreemy Knut 


Sharp's new S campaign re- 
introduces Sir ‘Sr Ereom y Knut as a 
national symbol for Sharp's Super- 
Kreem toffee. 

The first advertisement in the 
series is essentially of a prestige 
nature, but as the campaign 
develops, the product will be given 

phasis, 


; ' campaign will run 
throughout the year, being especi- 
aliy intensified—large prominent 
spaces and maximum frequency-~ 

as certain four weekly iods, 

The media selected for the cam- 
9 include the leading national 

and Sunday newspapers, 
general interest and women's maga- 
zines, and the children’s press. 
Special spaces in full colour have 
been booked in Punch, John Bull, 
Picture Post and IMlustrated. 

same series of advertisements 
will also be | in provincial 


The agents are 
Gmiths Advertising Agency Ltd. 
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If this total was raised 
FP a large and varied tombola 
Dancing went on until the 


cabaret 
4 ladies’ _—_. bean oF for the v= 


were . oe 
liamson, ~ 7. 7 clu 
dent Robert Williamson, and Nin. 


Gallant, wife of chairman C. 
Roderick Gallant, presented prizes 
to the men. 


Northampton 


Public relations officers had failed 
in one campaign—they had not sold 
- = relations to the public, Ted 

ones head of the press and 
public | ¥_ sections at Napper, 


Club News 


Stinton, Woolley Ltd., told the 
Publicity Club of Northampton, 

In his opinion, oy my relations 
and advertising might be related by 
pur, but in practice they had 
nothing in common. Their values 
were entirely different, and even the 
words they had different 

meanings. 


Gleagow 
Tourist publicity 


“The Northern Ireland Tourist 
bem spend 66 per cent of their 
a a on publicity. One 
third that sum goes on press 
advertising every year,” Robert 
John Frizzell, general m r of 
the Northern Ireland em rd 
and former press and blic _ 
tions officer for the lL 
ciation, told the Glasgow Publicity 
Club. 
Mr. Frizzell 


oo a | out oat, 
unlike peop sell a product 
whose failure "cay affects those 
who are trying to sell it, their 
advertising has to satisfy and bene- 
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£100 NABS cheque from Leeds: 
Modesty is the PRO’s failing 


Some of the j 
contest tween 


es, team members and guests at 
Berks and Bucks Publicity Club, the waante, and the 


at the public speaking 


Publicity Club of London. 


Standing (I. to r. 


Berks and Bucks 


chairman, I. F. Buchanan, E. A 


Hubble (judged the best speaker of the contest), J. F. Derry and Mary 


esser, the three mem 


bers of the winning team, F. Hughes-Freeland 


(London), H. L. Martin and D. Perry, two of the London team, Norman 
Groome, national organiser of the contest, and G. Wilde, third member 
of the London team. 


Seated (1. to r.): 


Gwen pus ping the regional organiser, and Col. G. S. Field 


Booth, two of the judges. 


and public bodies 
ations, Parliament and 
to 


Talk on their jobs 


“My job” was the ation of talks 
given by four members of the Ad- 
vertising Club of Oxford. 

| Stes henson, area manager 
for Mills Rockleys Ltd., told 
members on poster advertising goes 
back as far as the 18th century. 
F. E. Evans described his job as 
editor of Prestcold News and P.O. 
of the refrigerator division of the 
Pressed Steel Co. He was followed 
by K. F. Stewart, a typographer 
in charge of a department of the 
Oxford Universi and the 
last speaker was Clarke-Scholes, 
aay manager and — for the 

and District Co-operative 
Society Ltd., who said that in the 
trade me was known simply as a 


Aberdeen 
Had them taped 


Members of the Publicity Club 
of Aberdeen were given an oppor- 
tunity to hear speeches they had 
made themselves recorded on a 
tape-recording machine. 

The topics for the ea A 


pa  ~ of Ireland,” 

distributed out of a hat and pee 

member made a _ two-minute 

“stump” into the recorder. 

= speec were then played 
ck. 


London 
Over 800 tickets 


Latest figure for the sale of 
tickets for the Publicity Club of 
London Gala at Grosvenor House 
on March 26 is 805.  Princi 
guests for the evening will be 
star Jack Hawkins and his wife. 
Dancing will be to Sidney capes 
full ballroom orchestra, wit i 
sextet providing music at dinner. 


a 
Im brief... 

First round winners in the London 
area of the A.A.’s national public 
—, contest were Berks and 
Publicity Club, who beat 

at Reading, and the R 
Advertising Club, who beat Oxford 
. . « The trends, aims and results 
of the Shell advertising were ex- 


lained to the Publicity Club of 
Portemouth and Southsea by G. V. 
Nye, Shell-Mex and B.P. Ltd.'s 
publicity manager . . . Members of 
public speaking class of the 
and West Publicity Club 
practised their hobby at their sec- 
tion’s dinner . . 
Publicity Club heard a talk by 
Interflora Inc." S president, R. 
Fowler, on “Advertised Interflora” 
Bristol and West Club presi- 
dent, W. E. Wheatley, has been 
appointed a Justice of the Peace for 
Bristol . . . The council of Hull 
Publicity Club will put forward the 
name of Major J. A. Iveson as 
president for the coming year at the 
club's general meeting. 
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Two-year-old 
club’s members 
top century 


Membership of the reney Club 
of Norwich and orfolk has 
reached 100, although Y- club has 
om. in existence for only two years. 
“It is @ very great achievement,” 
declared Sir Basil Mayhew, 
presided at the club’s 

meeting. 

On his retirement from the 
dency, Sir Basil was elect 
club's first honorary member. 
Mackintosh, managing director of 
the Caley- Mackintosh organisation, 
was a inted his successor. 

Sir Basil paid tribute to the ener- 
getic efforts of W. M. Young, the 
retiring chairman. 

L. Martin Brown, director of 
Willsmore and Tibbenham c~ 
wich) Ltd., was elected the 
chairman. Other officers lected 
were: vice-chairman, P. V. 
secretary, L. Kebbel ; 
F. D. Horth. 


NORTHERN FIXTURE 


The northern area contest in the 
national public speaking contest will 
take place at rand Hotel, 
Sheffield, on March 31 at 6.30 p.m. 
Winner of the triple contest between 
Leeds, Sheffield and Bradford will 
go forward to the final. 


treasurer, 


ADVERTISING 


speaking section). 
petition for Dutson Cup. Conserv- 
ative Club, South Parade. - 
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Westminster Press bans one-day sales ads 


Hulton launching 
an industrial 
monthly digest 


Hulton Press are entering the 
industrial press field with a new 
publication, Production Equip- 
ment Digest. 

It will have a “controlled 
circulation” policy, that is, it 
will be sent monthly free of 
charge to 10,000 named indi- 
viduals, all specifiers or buyers 
in industry, who will be 
addressed personally. 

These individuals will be con- 
fined to the following groups: 
managing directors, technical 
directors, production or works 
managers, plant superintendents, 
chief engin- 
eers, design 
or develop- 
ment chie 
and com- 
pany buyers. 

er exec- 
utives, such 
as sales man- 
agers or ad- 
vertising 
managers, 
will be 
allowed to 
buy copies, 
but these 
copies will 
not be included in the guaran- 
teed circulation figure. There 
will be no overseas circulation. 

P.E.D. will be a monthly digest 
of developments in the field of 
industrial equipment, processes 
and services. It will be con- 
cerned only with facts, not 
opinions; and editorial items will 
be so condensed that, it is 
claimed, the busy executive will 
be able to get a summary of the 
facts that interest him, in a 
matter of minutes. 

Advertisement space will be 
based on a standard unit of one- 
sixth of a page measuring 4} in. 
wide x 3% in. deep, the rates for 
this space being: single inser- 
tion, £28; six insertions one year, 
£27; 12 insertions in one year, 
£26. Double units (ie., 2 x } p. 
vertical only) at double these 
_— Agency discount: 10 per 


, will be no colour, bleed 
advertisements, inserts, special 
positions, special sizes, or Classi- 
fied advertisements. 

First issue, for June, is planned 
to , pear on May 25. 

Advertisement 


C. R. E. Bowles 


Hulton’s "advertisement 
ment last December. 

formerly advertisement manager 
of Industrial Equipment News 
(British edition). The editor, 
J. A. Clarke, comes to Hulton 
from the East Midland Allied 
Press after being founder-editor 
of the Domestic Equipment 


Trader for four years from its 
inception. 


‘SOME HAWKERS 
HAVE GIVEN 
FALSE ADDRESSES’ 


Ernest Lumsdon, advertise- 
ment director, Westminster Press 
Provincial Newspapers Ltd., told 
ADVERTISER'S EEKLY it has 
been found that some, though 
not all, of the vendors con- 
cerned have supplied either fic- 
titious addresses or warehouse 
addresses which they are not 
entitled to use. This might 
mean that customers who were 
dissatisfied with goods bought 
through these sales would have 
nowhere to apply to for redress. 

ew sroup’s . a was, he 
said, in line with the Newspaper 
Society’s recommendation. 

A Newspaper Society spokes- 
man said that the recommenda- 
tion referred to was embodied 
in the following en about 
“one-day sales” issued by the 
Society in January, 1953: 

“The Society now reaffirms 
the view formed in 1951 that 
there is no reason why news- 
papers should refuse to publish 

rtisements of this kind. . . . 

“It has, however, been agreed 
to revise the present recommen- 
dation to provide that before 
publication members should: 
secure a banker’s reference and 
two trade references from the 
advertiser; examine copy with 
care in respect of such claims as 
‘manufacturer to wearer’; and 
secure the incorporation in the 
advertisement the full name 
and permanent address of 
advertiser and the words 
‘Licensed Hawker’ when _re- 
quired by the Hawkers Act, 
1888.” 


Two of the staff of the Franco-British Electrical Co., 
Franco signs beneath the wi 
present being used for 


Lid., installing the 


of the Sky Neon Aviation Ltd. airplane at 
ter-dark advertising flights over London. 


RADIO LUXEMBOURG REVEAL 


How free samples 
_ offers pulled 


Top advertisement on the} 
cover of Arrowsmith's Bristol 
Rail and Bus Guide has again 
been booked for Cotterell 
Brothers Lid., the Bristol 
— and wallpaper manu- 

turers. 

Cotterell’s have held this, 
space on the cover of this 
journal for a hundred years, 
during which the advertise- 
ment has appeared without a 
break. 

The Guide is published by 
}Index Publishers (Dunstable) 
Ltd., of which John Bilham 
A advertisement manager. { 

The space was booked by 
beams Pearce & Co., Ltd. 


19 BESPOKE TAILORS OPEN 
CO-OPERATIVE CAMPAIGN 


FACED WITH THE CHALLENGE OF LARGE-SCALE AD- 


VERTISING 


CAMPAIGNS FOR MASS-PRODUCED READY- 


TO-WEAR CLOTHES, 19 BESPOKE TAILORS IN THE CENTRE 
OF MANCHESTER HAVE LAUNCHED A CO-OPERATIVE 


ADVERTISING SCHEME. 
PS first Peg a 
i triple—has already ap- 
peared in the Manchester 
Guardian. There will be thvee 
further insertions in the 
Guardian during March, May 
has also been 


booked in Manchester 
aoe 3 Y and the Evening 
Chroni 

About £400 will be spent in 
this way and at the end of July 
it is likely ~ vl the campa 
will be s _considerably 


window display material is 
linked with the advertisements. 
The silhouette of a tailor, 
sitting  straddle-legged, ith 
needle and thread to hand, has 
been adopted as the symbol of 
this campaign to boost bespoke 
tailoring in Manchester. The 
combined advertisements carry 
the names and addresses of the 
fp mmey ‘Cones oa 
t is hoped t e tai 
in other cities and towns will 
copy the idea, using the same 
symbol for local newspaper 
advertising. 


The announcement was made 
on Luxembourg’s Gift Box pro- 
gramme, which has been run- 
ning three times a week since 
January 6, in which listeners 
are invited to send their names 

to advertisers for free samples. 

The rogramme will continue 
until March 26 by when 85 pro- 
ducts will have been offered. 
Each programme contains five 
75-word spot announcements and 
two spots per product are 
allocated, 

An interim report on the 

of the scheme has Ges 
issued this week. 

Replies to one spot announce- 
ments have included: eg 
Biscuits Ltd., 99,000; J. ons 
& Co., Ltd. (coffee), $6,008. 3 
Lyons & Co., Ltd. (tea), 35,600: 
Gumption Products Ltd., 60,000; 
Smediey’s Ltd. (baked beans), 
60,000; A. Rowland & Sons Ltd. 
(chlorophyll tablets), 40,000; 
British Alkaloids Ltd, (T.C.P. 
shaving cream), 46,000; F. W. 
Hampshire & Co., Ltd. (Lorelox 


shampoo), 40,000; Parke-Davis 
& Co., Ltd. (Euthymol tooth- 
paste), 62,000. 


Tentative figures for products 
thet have received two broad- 
casts are: The Marmite Food 
Extract Co., Ltd., 80,000; Vick 
International Ltd., 49,000; BE. C. 
De Witt & Co., Ltd., 14,000; Ex- 
Lax Ltd., 25,000; Latham & Co, 
Ltd. (Cakeoma), 40,000; and 
Quorn Specialities Ltd., 32,097. 

Radio Luxembourg state that 
several advertisers 1 be taking 
out new contracts, largely as a 
resuit of the success of the “Gift 

mme. x 
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New chairman 


for 
Reid Walker 


the death , x A. H. 

wot L. A. Booty been 
pointed chairman and —* 
dooce of Reid Walker Advertising 
Ltd. Mr. Booty has been with the 
agency thr ut his career and 
was appoi A eneer® in 1942. 


Eric ay of G. 
Street's Leicester “office, has been 
appointed creative director of the 
a . Mr. Brown is a member 
of the Institute of Incorporated 
Practitioners in Advertising educa- 
tion committee. 


Geoffrey C. Warren, director of 
W. S. Crawford Ltd., contributed 
the main article in last week's 
Board of, Trade Jone. pA. 1 was 


entitled: “Steering w 
= sae miles through “Canada.” 


o 

The jo." circulation Tunch and 
conference of Country & 
Publications Ltd. (Sporting Recor 
and World Sports) took gece last 
Friday at Frascati’s. F. Lewis 
i in the absence abroad of 
Harold 'C chairman of 
the compan irectors and — 

tives — a included ye 
A. T Wotne. 


A. r Evans, ‘e. "Rustgotons, 

Bear (editor World Sports) 
Ray Marler, Harold King «4 
Geoffrey Gilbey, with the company's 
area representatives. m 

- * 
Bias Eat, 23, of the J. Walter 

Thompson Co., Ltd., was ma 


at Canton Hall, Westminster, yester- 
day (Wednesda Annabel 
Vane-Tem —y Be, 9-year-old 


daughter a 
Mr. Birley is Biricy, the son 


rry. 
of the late Sir Oswald 
cclouented painter. 


* * 
John R Yates, copywriter with 
Wellington Press Postal Advertis- 


ing Services Ltd., and formerly 
with Graham & & Gillies Lid., has 
joined Smee's vertising Ltd., as 
a copywriter. 


When B. Cooper (right), head of the 
Lintas radio and film department, 
was on a tour of America studying 
commercial _ television, met 
Marx on a _ television 

studio set in Hollywood. 


[News About 9 


At the annual meeting of the 
Farming and ey Advertisement 
Control Board Hillyar, of the 
Farmers Weatly. was elected chair- 
man for 1954-55 in succession to 
H. L. M. Carter, Poultry World. 
R. H. of the Smallholder, 
was clec vice-chairman in 
of Mr. Hillyar. F. R. 
Poultry, was reelected hon. secre- 

and eer, offices he has 
since > 


Don editor, “Morning 
Advertiser,” Richard Kravitz, 
editor and publisher, British edition 

“Esquire,” and H Estrada, 


enry 
president, Bacardi Imports Inc., at 
a party to announce the taking 
over by Mr. Estrada’s company in 
New York of the sole American 
distribution a Spey Royal 
y. 


Longdon as London repre- 
sentative of the Northern Echo and 
Northern Despatch (Darlington). 
He will continue to represent the 
Shields Gazette and Shields Even- 
ing News in the same capacity. 
2 BS See 6 ane r of 
the Westminster Press in 
Manchester, is being TF to 


London as assistant to Mr. 
Coatengn. ‘ 
David * outs is Rooster 


ence Age 
Newcastle 


: 1 manager of their 

He recently ce- 
signed his directorship with City 
& General Advertising Ltd. Pre- 


viously Mr. Foulis was advertise- 
ment the Pharmaceutical 
to he joined from Sells 


* 7 . 

T. E. Townend, a member of the 
council of the Incorporated Adver- 
tising Managers Association, has 
been elected Independent member 
of the Thrybergh (Rotherham 
Council, filling a vacancy ca 
by the retirement of a 


Oeenee. 
oi p F. Ture’ has oe head 


Sepertment,” theif Mex ati BP. in 


oe 


Sid Lane has resigned his position 
as press officer for J. Arthur Rank 
Overseas Film Distributors Ltd. to 


conduct a free-lance film column. 
* * * 
Cc. and E. Budd have 
nae presented with gold watches in 


recognition of 50 years’ service with 
King & ae Ltd., printers. 
oe * 
c. D. ‘Notley states that Lindley 


Abbatt has Notley Advertsing Lid. 
os & Advertising Ltd 


* 
eae. A Monck has joined the 
headquarters organisation of Spicers 
Ltd. as technical and development 
adviser. 
* * 2 


Sir Arthur Bowley, president, 
Market Research Society, will pre- 
side at a luncheon on Thw 
March 25, to mark the first year of 
the Society as an Leen body. 

. 

Francis. Butters, deputy public 
relations manager with F. C. Pit: 
chard ge and Partners Ltd., 
has ed membership 
secretary of Institute of Public 

tions. 


* * * 

Jack Cox, editor of Boy's Own 
Paper, will be talking about the 
BC, feu 75th birthday on_ the 

European Service on Sun- 
March 14, at 6.15 p.m. 


a * * 
wi Lockley, who, since 
1948, has been ad and pub- 


licity manager of Electro-Hydraulic 
Ltd. and its associated company, 
Conveyancer Fork Trucks Ltd., has 
joined Rooster Publicity Ltd. as an 
account executive. 


* * 
In an last week that 
Miss and Jarlath 


Margaret 
Hayes and Seén O”’ had 
joined O’Keeffe's Advertising Ser- 
vice, Dublin, we stated that the 
staff of the production department 
of O'Keeffe’s now numbers over 
40. This figure should, of course, 
have the 


History in } 
| theair | 

Among the congratulatory 
messages received by Dolan 


Davis Whitcombe & Stewart 
for their new Avro campaign, 


o7oeo oor 


-page which 
appeared in The Times and 
the Manchester Guardian re-? 
produced a sketch of the Roe 
I Triplane as a forerunner of 
{the latest Avro ‘plane, the} 
, four-jet Vulcan, 


father had 


Agency plans new 


department 


F. C. Pritchard, Wood and 
Partners Ltd., are setting up a 
new sales promotion and mer- 
chandising department. 

The aim of the department 
will be to “further the profitable 
sale of the clients’ goods and 
services through the means 
usually classified under ‘sales 
promotion’—product improve- 
ment, sampling, trade and con- 
sumer offers, and point of sale 
effort.” 


Money for milk 


The Milk Marketing Board, 
which represents the producers, 
has offered a figure in the region 
of £100,000 towards the “Drink 
More Milk” publicity campaign 
which breaks next month, A 
similar sum is expected to be 
ber vy by the milk distributors. 

Ps reported, 
Mather Crowther Ltd. have 


referred to total per- been appointed to handle the 
sonnel of the firm. scheme. 
Obituaries 
W. G. Gentry G. H. Sherwell 
William George wr editor George H. Sherwell, a director 
for the os 48 years the St. of Clarke & Sherwell Ltd., photo- 
Helen's rer and managing gravure, colour and letterpress 
director of St. Helen's Reporter printers of Northampton, and also 


group of ~~ pers, died recent! 
at his home at Windle. He was 75. 

He leaves a widow and a son 
and daughter. His son, W. G. 
Gentry, jun., is general manager 
of the Reporter. 

It was in 1906 that Mr. Gentry 
was ~ ogy editor-manager of 
the paper, at the recommendation 
of Lord Northcliffe, — worki a 

journalism in > 
Wales and in Darwen. 


a member cf the board of Raphael 
aa & Sons Ltd., died aged 


W. J. Overstall 


William James Overstall, a former 
advertisement manager of the 
Rochdale Observer, died last week. 


bane Fe in 1932, he had 
ae for 28 years. 


“ KEN 
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: one from Selwyn Sharp, ad- 

: 7 vertising manager of Arm- 

; strong Siddeley. 

a a The Roe I was powered by 

ws +2 3 peop which Mr. Sharp’s 

: a ; taken out of his 

eee ; & ae / motor-cycle. 

a Poa ae 
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ee F. E. Challenger has been ap- _ 

= . as successor to the late 

Mee Sh “< Be! 
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So says the calendar’s ‘words for the day’ 
for March 18. Appropriate in a way, 


since next Thursday, March 18 sees 
No. | issue of HOUSE BEAUTIFUL, 
the entirely new-style magazine for 


the enthusiastic home lover. 


‘Long study’ of this first number 
will hardly be necessary for you to 
appreciate what a unique medium it 
is for selling products for the inside 
or the outside of the home... 


and to the woman who runs it. 


Being a quarterly, the next issue 


of HOUSE BEAUTIFUL will be 
published in June. Can I know 
early what space to reserve for you? 


OLIVE BIRD, Advertisement Manager, House Beautiful 
THE NATIONAL MAGAZINE CO. LTD., 28/30 Grosvenor Gardens, S.W.1 
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Minister is told: ‘Page rationing 


Eee ee 


Outlind 
- ‘5 ax Products with the aid of 


the campaign for John- 


“*blown-u advertisement is 
J. H. Clark dey pana F. Cc. fae. 
of Erwin Wasey & Co., Lid. 


Salesmen briefed 

on ad campaign 
At the annual general sales 
conference of Johnson's Wax 
Products Ltd. the part advertising 
will play in the marketing of the 
firm's household wax products 
= a caperaee to nearly 100 sales- 


i Describin each phase in the 
campaign, J. H. Clark, of Erwin 
Wasey & Co., Lid., detailed the 
method of approach, the media 
to be used, and the reasoning 
behind each choice. SI for 
the campaign will be “It’s the 
women we're after!” 


PROBLEM OF THE 


SAMPLE 
In a talk to the Market 
Research Society, Professor 


Maurice G. Kendall, professor 
of statistics at London Univer- 
sity, told members that the out- 
standing problem in market re- 
search was still the finding of the 
right size of sample for a test, 
no matter what the subject. 

Professor Kendall, who is also 
vice-president of the Society, is 
in charge of the Survey Research 
Unit at London University. The 
unit is now reaching the end of 
its first period of five years’ study 
of the techniques of market and 
opinion research. 


PR for Fragrance 


Elizabeth Anderson, counsellor 
to the Fragrance Bureau for past 
34 years, has now set up her own 
press and public relations office, 
and takes over the Fragrance 
Bureau as an independent ac- 
count. She also handles press 
and public relations for G.R.S. 
Ltd. and for Sebbix Shampoo. 


could end next year’ 


LORD LAYTON CONTENDS NEWSPRINT 
GIVEN TOO LOW A PRIORITY 


A DVERTISING 


the revenue from which 


supplies of newsprint would largely depend— 
is less in relation to national expenditure than it was before 
the war, said Lord Layton, deputy chairman, Newsprint 
Supply Company, at the quarterly luncheon of the Advertising 
Association last Th 


ursday. 

Lord Layton said that the 
Government had been asked to 
authorise increased import con- 
tracts of 100,000 tons of news- 
print in 1955 and the following 
years, of which at least 50,000 
tons would come from Canada. 
Efforts would also be made to 
increase supplies from the home 
mills. “We hope that this will 
enable page rationing | to be lifted 
altogether next year,” he said. 

Contending hat it was the 
national press that had been hit 
hardest by the newsprint restric- 
tions, he said that expenditure 
on advertising had increased by 
only 40 per cent in the London 
morning papers, and by 80 per 
cent in the Sundays, as com- 
pared with 94 per cent in the 
provincial dailies and 260 per 
cent in the magazines. 

The national press was using 
only 55 per cent of its pre- 
war consumption of newsprint, 
and that was a very low per- 
centage judged by any other 
industry. But the provincial 
papers were using 83 per cent 
of their. pre-war figure, and 
the weeklies more than 100 per 
cent. 


Nationals’ severe cut 


Stating that rint ration- 
had, on the whole, been con- 
ceived and a o . the 
British _— rd yton 
claimed t it was not a bad 
record that the press had 
arranged a self-rationing organi- 
sation and that, nearly 10 years 
after the war, the national press 
was accepting far and away the 
biggest cut. The newspapers of 
the country, as a whole, were 
consuming only two-thirds of 
what they were consuming 
before the war. That was a very 
much more severe cut than ob- 
tained in any other country in 
the world. 
He felt that too low a priority 
had been given to newsprint in 


Pulp prices 
raised again | 
Prices of Scandinavian wood 


second quarter of 1954, 

This is the third successive 
quarter in which prices have‘ 
risen and most grades of pulp} 
are now on an average £4-£5 
per ton dearer than six months 
ago. 

Prices of several important 
grades of printing and other? 
papers have been fixed at} 
current levels until the end of 


that we could get along quite well 
with four-page papers. 

That was wrong. We were 
great readers of newspapers; and 
the four-page figure reduced 
newspapers to a standard that 
seriously altered the character of 
the great British press—he 
thought for the worse. It was 
the large-sale papers that had 
suffered most, and he believed 
they had suffered to the national 
detriment. 


(See Mainly Personal, page 516) 
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BRITISH BID 
FOR WORLD 
MARKETS 


Of all countries Britain could 
least afford to be priced out of 
world markets, Stephen 
McAdden, M.P., told the London 
branch of the Incorporated Sales 
Managers’ Association. 

Unlike Britain most of her 
rivals had enough food or raw 
materials, or th, and an 
assured domestic market which 
enabled them to tool up for new 
manufacturing processes with 
guaranteed home demand. 

Himself a former sales mana- 
ger, Mr. McAdden said people 
might “holler about their rights” 
but the only thing which inter- 
ested Britain's customers was 
whether we had the goods they 
wanted, of a quality they liked, 
and at a price they were willing 
to pay. 


Ads on air ferry 


ticket booklets 


The 1954 Silver +. Air Ferry 
ticket can be read like a book. 
It is a complete breakaway from 
the conventional style of travel 
ticket and is, in effect, a guide 
book, passenger and ticket and 
freight consignment note. 

e outer cover, of stout card, 
is printed in dark and light blue 
and is bound down the spine in 
red tape. The inside front and 
outside back covers feature ad- 
vertisement ls from 
Alvis, Trico, Players, B.P., Exide, 
and Dunlop. 


PLANNING AHEAD 


In preparation for their world- 
wide centenary celebrations in 
1956, The Missions to Seamen 
have appointed the public <p 
tions group of Foote, Cone & 
Belding Ltd. as their public 
relations advisers. 


Where the news stories went to 


A Daily Press Analysis, show- 
ing the coverage te he by the 
national press to the news and 
topics of the day been 
launched by Press iw. General 
Research Service. 

It is to be published each 
morning and covers the contents 
for the day of The Times, Daily 
Telegraph, The Recorder, Man- 
chester Guardian, Daily Express, 
Daily Mail, News Chronicle, 
Daily Herald, Daily Mirror, 
Daily Sketch and Daily Worker. 

It tabulates the subjects chosen 


DESIGN -PRINT- DISPLAY 


Paraday Street, Manchester 1. Tel. Central 4965/6 


as the news leads and leaders of 
each paper, and the number of 
inches given to each story. 


Work starts on analysing the 
papers soon after midnight each 
day. The latest and largest elec- 
tronic Roneo machine has been 
installed to produce the Analysis, 
which is double-foolscap in size, 
and runs 20 to 32 pages accord- 
ing to the size of the newspapers. 
Delivery of the service is made 
to the newspapers by hand 
during the morning. 
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don't miss 
the Bus 


DVERTISERS have been quick to cash in on the im- 
mediate success of MIDWEEK REVEILLE. 
Space is going fast, and no wonder. 


The first two issues of MIDWEEK REVEILLE 
were completely sold out within a few hours. 
With the third issue the story was the same. In 
spite of a definite increase in available copies, the 
supply was greatly exceeded by the demand. 
With MIDWEEK REVEILLE’S net sale already 
well over 1,100,000 you can’t afford to miss the 
bus. Make sure you cash in on this astonishing 
success story by booking space NOW. 


a age ae nee: 
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This window display by British 
Railways (Eastern Region) with a 


holiday- theme has been 


anning 
installe 


at an enquiry office at 
King's Cross Station. 


The mouse and 
the trumpet 


Compared with Continental 
advertising of holiday resorts, 
British resorts’ advertising was 
“mouse-like squeaks versus trum- 
pet calls,” P. M. Fowler (director 
and general manager, Practical 
Press Ltd.) told the annual meet- 
ing of the Exmouth, Budleigh 
Salterton and District Hotels 
Association. 

He was horrified at the differ- 
ence between lavish advertising 
campaigns being used to foster 
holidays abroad and ugly 
slabs of small box-like announce- 
ments in which British resorts 
were lumped together. 

A London advertising agent 
estimated that at least 10 times 
as much was spent on advertis- 
ing foreign travel in the British 
Press as was spent by British 
resorts. Little wonder that phe- 
nomenal increases in holiday- 
making abroad, particularly 
among lower income groups, had 
become a major threat to the 
future of British resorts. While 
some of the large and emeryei. 
ing resorts did raise 
amount, a ae ie = 
allowed for advertising, local pre- 
judice, or “local eoteane” 
prevented even that 
expenditure in too many holiday 
towns. 


Holiday feeling 


Instead of sending out the 
customary blotter or calendar to 
actual and potential customers, 
Grimsey and Sons, Lid,, London, 
trade rulers and manufacturing 
stationers, “as a modest venture 
in public relations” mailed 750 


co of a staff holidays chart. 

gic of orders for ruling work 
were obtained as a result—al- 
though this was not the primary 
object of the inailing—and also 
many requests for additional 
copies, 
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‘Direct mail keeps 
door half open’ 


ee ee Oe ee to ee 
paign seeking to create consumer demand. This opinion, 
by David Patrick (Sir Isaac Pitman and Sons, Litd.), was endorsed 
Se ete cede a eaten ete ne 
the British Direct Mail Advertising Association last week. As 


R, J. Thompson (Time Life International, Ltd.), the 


chairman, 


put it: “Direct mail keeps the door half open.” 


In answer to a question “What 
is the best day to mail business 
houses?”’, James Meadows 
(Facsimile Letter Printing Co.) 
believed that, generally speaking, 
Tuesday was . But the real 
answer, he said, could only be 
found by experiment, and one of 
the advantages of direct mail was 
that one could experiment on a 
small scale without committing 
oneself to large expenditure. 

R. F. Severn (Abbott Labora- 
tories Ltd.) raised a laugh by 
saying that as the best position 
was a solus position he would try 
to get everybody else to mail on 
a Tuesday and then he himself 
would mail on some other day! 

The oft-revived question “Does 
‘matching-in’ of name and 
address pay?” produced answers 
of the “it all depends” variety. 

A statement by Mr. Meadows 
that business correspondence 
should always be sent to the 
business address and not to the 
home address aroused general 
agreement. 

Are reply-cards worth while, 
bearing in mind the cost? Mr. 


Severn'’s reply, as far as the 
medical profession was con 
cerned, was that they un- 


doubtedly were worth while. 

He recommended that the 
reply-card should contain 
matter of interest to the recipient. 


‘GLASGOW NEEDS 


MORE PUBLICITY’ 


David Watt, a member of the 
executive committee, told Glas- 
gow branch of the Incorporated 
Sales Managers’ Association that 
Glasgow rporation should 
publicise the city’s achievements. 

Nothing was heard from the 
corporation about the number of 
ships built on the Clyde, he said, 
the volume of merchandise 
handled, the city’s industrial out- 
put, or its contributions to 
science. Clyde Navigation Trust 
and the Chamber of Commerce 
would co-operate in publicising 
these achievements, he thought. 
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CENTENNIAL 
REVIEW 


oe cover of Century am 


ge book produced by the 
phe = te Citizen & Adver- 


tiser to celebrate the paper’s cen- 
tenary, carries a reproduction of 
a message of congratulation from 
Her Majesty the Queen. 

The review spans the past hun- 
dred years in loca! life, reporting 
the progress of the district's civic 
rule, its experiences during the 
wars, royal visits, the growth of 
local industries, and the expan- 
sion of such organisations as the 
Fire Brigade and the Territorial 
ory units. 

A sketch is reproduced of the 
original printing press on which 
the first Citizen was produced by 
Joseph Slatterie Clarke in Feb- 
ruary 1854, side by side with a 
picture of the modern Hoe — 
speed double-width soggy Faw 
which now delivers 16-page 
copies of the paper at the rate of 
72,000 an hour. 

Theme of many of the adver- 
tisements inserted by both local 
and national advertisers’ in 
Century Story is one of con- 
gratulation to the paper on its 
achievements. 


‘Watch prices’ exporters are urged | ix 


British exporters to North 
America are warned to keep an 
eye on the keener competition 
offered from the Continent and 
the Far East in a report issued 
by the North American Buying 

s committee, a sub-com- 
mittee of the American Chamber 
of Commerce in London. 

Several products have already 
suffered in this way, the report 
reveals. “Shipment of towels 
and towelling has been well 
maintained but in recent months 
inferior Continental productions 
have had an adverse effect on 


gy lines and the out- 


k for big volume is cloudy,” 
it states. 

Carpet exports to Canada in- 
creased by 33 band cent but— 


“There was a further decline in 
exports to U.S., due to inability 
of British manufacturers to meet 
either domestic or Continental 
competition.” 

And again: “It is gratifying to 
report a further expansion in the 
exports of men’s and women’s 
shoes, due to manufacturers 
having been able to keep prices 
within reasonable limits. Whether 
this progress can be maintained 
is problematical due to competi- 
tion for finer calfskins raw 
material on the Continent.” 

Warning is also given of the 
cheaper bicycles being developed 
in Holland, Belgium and France. 

The report reveals that cars 
have ousted Scotch whisky as 
Britain's number one | 


© a a 


Going up this week are the 48- 

sheet versions of the Surf “mother 
child” poster referred to in 

ated Weexiy, February 
18 issue, page 346. 


Cards are stacked 
against them 


There are more tactful ways 
of stopping the sale of “jocular 
postcards” than by treating news- 
agents like felons, said Eric 
Putnam (Bournemouth Times 
Ltd.), at an “Old Ben” banquet 
in Bournemouth. 

Such cards had been on sale 
for 50 years, he said. No section 
of business people were more 
respected than newsagents for 
their tradition of service. 

Mr. Putnam is joint president 
of Bournemouth and District 
“Old Ben.” 
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ADVERTISER'S WEEKLY 


687, of our women readers 


—well above the average proportion— 
are “home executives” 


CALL THEM home executives, or call them house- 
wives, the control exercised by married women 
over the country’s spending power is formidable. 
To an advertiser, it should be significant that 
the News Chronicle attracts such a high pro- 
portion of wives and mothers — the majority of 
them directing the affairs of families in the 
high-salaried and high-wage categories. 


The News Chronicle is a market place for 
over 3,000,000* readers of character. If you would 
like to learn more of their occupations, their 
loyalty to this paper, and their outstanding 
responsiveness, ask for a copy of the booklet 
below. In it we show the special value to the 
advertiser of getting this delaaine body of . 
readers on his side. 

* Hulton Readership Survey, 1953 


NEWS CHRONICLE 


The findings in this booklet are based on a survey conducted originally for our 
private editorial use — but some of the information, we thought, would be v 
useful to advertisers or their agents. Copies of the booklet may be obtained by 
writing or telephoning to the Advertisement Director, The News Chronicle, 


Bouverie St., E.C.4. Central s000. 
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WT iae New look for management? 


END NEWSPRINT 
RATIONING 


to national expenditure than 
it was before the war. 


J. B. Nicholas has told Midiands 


® Greater variety in nylon 
products, which will be 
achieved when the British 
Nylon Spinners new factory 


competition 
and heavier advertising for 
nylon goods, 


®A leading firm of overseas 


newspaper representatives 
will soon announce a bi- 
lingual telephone service for 
advertising agents wanting 
to make calls to the Con- 


draw upon. 


THe press, like everything 
else that keeps going, must 
have its sources of strength to 
Like a watch it 

a mainspring and this 
must be wound up regularly 
and sometimes renewed. 

The winding up is done by a 
day to day infusion of new 

orts, new ideas and new per- 
sonalities. But what of the 
renewing? 

A hundred years ago the 
found a new mainspring in a 
series of liberations from taxa- 
tion—in particular from the duty 
on advertisements, No longer 
did the high price of newspapers 
confine their sales to the govern- 
ing classes. The important and 
permanent results of this libera- 
tion are reflected in the large 
number of local a 
which are now celebrating 
first centenaries. 

Then came another t re- 
newal with the spread of popular 
education. New r rs appeared 
in their millions and many 
demanded, and were given, new 
types of newspapers. These late 
nineteenth century roots have 
produced 50 years of growth, 
strengthened all the time by 
technical developments that 
make modern newspaper produc- 
tion a thing at which to marvel. 
Yet one cannot help wondering 
whether the press ought not now 
to renew its sources of st 
for the future? 


For consider its position and 


season. Large appropria- 
tions have been allocated for 
introductory campaigns. 

® Irish farmers’ incomes have 
risen by £16 million to £72 
million a year and manufac- 
turers are planning special 
campaigns aimed at the 
farmer's wife. 


® Substantial developments are 
certain in the use of exhibi- 
tions, More newspapers and 
manufacturers’ associations 
have plans for 1955. 


ROUND TABLE 


its long-term prospects. Circula- 
tions are probably at or near 
their peak. Certainly they are 
the highest per head of popula- 
tion of any country. Competi- 
tion for advertisement revenue is 
always intense. It comes now 
not only from other press media, 
and not only from media which 
were unknown a generation a 

but is to be anticipated—in w t 
strength we hardly know—from 
commercial television. Nor need 
this be the last of the new ad- 


GUEST COLUMN 
by 
T. G. MOORE 
President of the 
Newspaper Society 


vertising media which this 
scientific age will devise. 

Then there are the ever- 
owing costs of newspaper pro- 
uction, The main raw material 

seems likely to remain for some 
time at more than five times its 


pre-war price. Wages have risen 


steadily. 

Is it not possible that, in the 
absence of new sources of 
strength, the press could be 
heading, in the years to come, for 
what the Americans call a 
“levelling-off’ of its progress and 
influence? 

Such a trend cannot be viewed 
complacently for, to my mind, to 
talk of “levelling-off” is a form 
of self-deception in an industry 
pam ond lives by progress. News- 

can “jog along”’—but 
os ag like bicycles, when they 
are running downhill. And they 
coon reach the bottom of the 

ill. 

Well, you may be sure it won't 
be like that. If competition and 
costs form an obstacle to pro- 
om they can be overcome and 

foresee an increasing emphasis 
on the development of newspa 
advertisement revenues, T' 
are, as they always have been, 
the keystone of our independ- 
ence and progress. 

To develop advertisement 
revenues is a many-sided task. 
It rests in the hands of every 
newspaper and is one of the 
most important ions of the 
Newspaper Society. 

There is no short cut but there 
is one long-term plan of action 
which I commend to all who 
have this matter at heart. It is 


that those younger men who will 
one day hold the responsibilities 
of newspaper management should 
recognise now that advertisement 
revenues will be - of their 
major concerns that a 
specialised et of adver- 
tising, gained now, will prove to 
be their most valuable asset. 

I should - to see a great 


techniques and their application 
will be most valuable mea in the 
years to come. 

Young men who wish to make 
advertising their special study 
have no need to gain their know- 
ledge the hard way, The diploma 
of the Advertising Association is 
within the reach of anyone who 
has aptitude for his profession 
and the will to work hard. 

I hope that an _ increasing 
number of young newspaper 
representatives and would-be 
managers will study for these 
examinations and earn the 
diploma. This will broaden their 
horizons and give them the 
knowledge of modern marketing, 
economics, psychology, Mg 
writing, typography, 
law and other subjects relating to 
advertising. 

The result could surely be that 
when these young men get into 
their stride their knowl and 
understanding will be among the 
best assets a newspaper could 
have. 

Numerous experts of one sort 
and another are employed within 
the newspaper industry. In all 
departments of newspaper work 
there is developing a growing 
need for trained specialists. 


* * * 


Soon it. will be necessary for 
newspapers to make it plain to 
their up-and-coming executives 
that, if they aspire to play a part 
in newspaper management, 
need training and qualifications 
in advertising. The conditions 
and the trends of the newspaper 
industry are such that trained ad- 
vertising men will become of 
vital importance to it. Positions 
of the highest responsibility will 
be open to them. 

What I expect to see is the day 
when holders of the advertising 


of our —. - 
Saedle.4 a ir knowledge 
and the time for them to acquire 
it and bring it to perfection is 
now. 


Head Office : SILVER STREET and BROADMEAD, BRISTOL. 


- allied to the West Country 


sristoL. EVENING POST 


with more than 133,000 daily circulation. 


Largest in the West. 
| London Office; 8SJFLEET STREET, E.C.4 
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| on advertising. The total for 
j last year was about £200 mil- 
, lion, but the fact remains that 
ake the figure is less in relation paper executives and managers 
| _ tpeciiaig i adverts. 
fascinating and rewarding and 
~ ee those who are masters of its 
a industrialists that the figure ttc ne 
+ ee should be doubled if the nation 
is to meet the challenge of 
a world competition with real 
Bice hope of success. 
a Lord Layton, too, would like to 
aS comand ee ee on 
: newsp 
ee largely "aoa on = extra 
revenue. As deputy chairman 
of the Newsprint Supply Com- pw V ee we ere wee ewesewns 
) : pany, he knows that it is a 
ee matter of price not supplice 
ad There can be no real increase 
; in the revenue of many news- 
: papers until newsprint is freely 
; available. So with the need 
for rationing ended, the pur- 
. dy Newsprint Supply po 
aie y disappears. 
at) The way ahead is clear: the 
walk fem competitive business of 
eae ishing must be permitted 
to return to freedom in pur- 
3 chasing supplies. Then the 
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x To-morrows TOPICS 
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ee at Pontypool starts produc- 
€ tion in mid-summer, will 
! ® Another big international 
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Would you like to see 
a good advertising agency at work ? 


Any advertiser 3 is very welcome 


at 37 Park Street; ring Mayfair 9255 


ask for the Managing Director 


STUART ADVERTISING AGENCY LTD 37 PARK STREET LONDON WI1 
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among our clients : 
ARMY & NAVY STORES, COUNCIL OF INDUSTRIAL DESIGN, COURTAULDS, 


LONDON ELECTRICITY BOARD, PYREX, ROYAL FESTIVAL HALL, SIMPLEX & CREDA 
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For opening 
the door 
to EXPORT 


MARKETS 


everywhere 
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EXPORTERS of motor cars, shoes, electrical equipment, aircraft, cycles, 
chemicals, and a hundred and one other products and services know from 
profitable experience that The ILLUSTRATED LONDON NEWS has 
greater world penetration in high and influential quarters than any other British 


publication. Years of continuous readership have promoted respect and 


regard for authoritative editorial content . . . a pleasant and inspiring 


forerunner to foreign business introductions. In the home market, shrewd 


advertisers use The ILLUSTRATED LONDON NEWS for cumulative results 


from the top income group, and to sustain quality endorsement ; so often of 


vital importance when campaigning in the mass market. Communications 
should be addressed to The Advertisement Director, Illustrated Newspapers 


Limited, Ingram House, 195-198 Strand, London, W.C.2. 


- powerful sales influence in every markel — 


The ILLUSTRATED LONDON NEWS °- The TATLER 
The SPHERE + The SKETCH * SPORT & COUNTRY 
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Review of Advertising 


WHY 18 A MODEL LIKE A MECHANIC? 


«You wer vou wany MEADOWTELT 


A! LEAST once a year an 
impassioned letter arrives 
from somebody who considers 
himself the victim of plagiar- 
ism. Once there were letters 
from two firms, each accusing 
the other of petty peculation 
of an idea that was already 
old when both the writers 
were juvenile delinquents. 

As you may have guessed, not 
one of all these angry people 
would be given a minute's hear- 
ing in an action for breach of 

yright, and even the most 
solemn committee of the Adver- 
tising Association of 
Institute of Practitioners in 


Advertising would laugh them 
out of court. But they hope I 
will take up the cudgels in their 
cause, More than that, they 
have even been known to com- 
plain to the editor if I don't! 

In my opinion it is a profound 
mistake to assume on slender 
evidence that a close resemblance 
between two advertisements is 
the result of deliberate copying. 
Campaigns are often prepared 
months and occasionally years 
in advance, and there may be 
insuperable difficulties in the 
path of last-minute alterations 
if somebody else has forestalled 
a campaign by producing an- 
other with a similar idea. You 


Great minds 


think alike 


By 


The Truth about 


Advertising 


by Robert Brandon 


A book which those who spend hard 
cash on commercial advertising 
should certainly read. A book so 
worth 16/- to any business man who 
is concerned with spending his an- 
nual appropriation wisely and well. 

Techniview. 


Presents many interesting and some little | The 
known fats about udvertising, public re- | the 
lations and propaganda—and about the 
methods used in all three. ; . . Not easily 
put down.... He has challenging things to 
say... absorbing, informative, inspiring. 

World Press News. 


ntialities of the Press, the poster, 

im, the exhibition, direct-mail lecter 
and commercial broadcast are all under- 
standingly reviewed; while psychological 
jonsandtheinfl of advertisingon 

cost and value-for-money distribution are 
explored in the light of long experience. 


Sheffield Telegraph 
. Brandon knows « deal about | His shrewd comments and hints on 
Feed tas enleraben's tor of advertising practica make this volume an 

research. authoritative and useful guide. 
Art and industry. Times Review of industry. 


Cheap edition 8/6. Now on sale. — pp. 260. Fully indexed. 


From your bookseller. CHAPMAN and HALL 


COPYTASTER 


rs 


el and left 

are vertisements - 
singled out by ~ 
Copytaster to em- 5" 
phasise _ similarity a a 
of approach. 


see, occasional coincidences are 
inevitable when two or three 
groups of creative people are 
trying to find ideas for products 
in the same market. 


Within the last six months 
two almost identical campaigns 


for y— Ey - would 
have ap in the maga- 


Then again, a man’s subcon- 
scious memory may treacherously 
put back into his head an 
apparently original idea that he 
had really seen elsewhere and 
had forgotten. This is con- 
stantly 


until they came into our trade. 

But surely the most frequent 
cause of all the argument is a 
matter of pure innocence. 

Let us take an example from 
the motoring press. ere are 
two full pages, each with a 
photograph of a pretty woman 
in a big hat, and a reference. to 
“models” in the headline. One 
can well imagine that whichever 
of these advertisers first got into 
print might feel indignant 
— to mutter Be words 
about copy cats complain 
that he has been robbed. 7 

But the second arrival might 
be equally indignant about the 
accusation, and ask what the 
other is really complaining 
about. “Pretty girls in big huts 
are no new phenomenon. The 
maker of Craven ‘A’ cigarettes, 
for one, was using such pictures 
long before either of these cam- 
paigns got into print. As for 
the word ‘model,’ it is a natural 
notion that would occur to any- 
body, since it has a double 
meaning for motor manufac- 
turers. In any case, it isn't as 
if we were both making the 
same kind of product. Chalk 
and cheese have more in com- 
mon than piston-rings and felt. 


for all the best models... THERSUTE 


bite ee 


What harm can I have done? 
That is all too true. Nothing 
has really been lost save pride 
of possession, and perhaps we 
can all afford to lose that. 
Wasn't there a nursery adage 
that the robbed who smiles steals 
something from the thief? 


Role of calendars 


Out of several possible pairs 
of similar advertisements I chose 
these efforts of Hepolite and 
Meadowfelt for a special reason. 

From time to time one is 
assured by artists’ agents that 
people who supply raw materials 
and components to the engineer- 
ing industry achieve remarkable 
results from giving away 
calendars with pictures of pretty 
girls eng om provocative smiles 
and very little else. 

My own observation cer- 
tainly supports this 
and some of the calendars | 


But surely it is almost mid- 
summer madness to suppose that 
the success of such calendars can 
be extended to advertisements in 
the trade press. 

The picture in an advertise- 
ment has a different task en- 
tirely. It must catch the eye 
and hold the attention, but it 
should also give the copy a 
helping hand in making the ad- 
vertised goods desirable. It can 
do this in a hundred ways of 
course, from showing the pro- 
duct itself or the way it is used 
to illustrating in a matic or 
humorous way the sorrows of 
those who do without it. 
Almost anything remotely con- 
nected with the product and its 
advantages would be better than 
a pretty girl—anyway I would 
put my money on a picture of a 
mongrel puppy to beat a pretty 
woman every time! I might 


@ Continued on page 486 
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When he sits by your desk he represents the brains and hands of the finest display experts in the 
land . . . for instance, that chap with the portfolio could be any one of the forty designers on our 
panel ; forty carefully selected specialists each of whom is established as a creative artist in a 
particular sphere of visual advertising design—a panel headed by James Gardner, who needs no 
introduction as the man responsible for some of the finest display design this country has known. 
A job’s a job and be it large or small our people at Shepherds Bush do it extremely well. Exhibition 
display, Ivelpak units, a Personal Plan scheme to suit your needs ; once your display problem is 
ours, you’ve met our Account Executive and told him your needs, you’ve something good to look 
forward to .. . and within the budget you've specified. 


CITY DISPLAY ORGANISATION 
50 UXBRIDGE ROAD, LONDON, W.12. SHE 1281 
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DAILY EI 


LEADS ALL NAT\ 
IN CLASS A and 


‘A_CLASS 


DAILY EXPRESS 
430,000 


DAILY TELEGRAPH . . 380,000 
DAILY MAIL ..... 280,000 


® HULTON READERSHIP 
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XPRESS 
[ONAL DAILIES 
| 2’ READERSHIP’ 


‘B’ CLASS 


DAILY EXPRESS 
$30,000 


DAILY MAIL ..... 650,000 — 
DAILY TELEGRAPH . . 460,000 
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© REVIEW OF ADVERTISING -continued 


eT 
Pretty girls as 


targets in RedWar 


THE ‘generals’ are preparing, Their battle orders? “Get 
the women.” Where this new ‘red war’ will end is any- 
one’s guess—~but this is how it began? 

Twenty years ago, one Robert Gorflon-Moore had what 
seemed, at the time, a harmless enough idea, He had decided 
to aim his new red *Cosmetic Toothpaste’ at the women’s 
market, instead of at beth the sexex. Then, a competitor, 
Lauraine Laboratories, Ltd, entered the arena, only a year 
ago, with another red dentifrice, called “LESS” Toothpaste. 
So, in recent months, while they have been sparring for posi- 
tion, you will have noticed both these products very much In 
the news. 

Now, the climax 4s at hand, 
with the two contestants locked 
in an all-out struggle for your 
j+ a >. wheth h is| wonderful thi for the teeth 
or not, dee t te is! e things “for the teeth. 
here to stay. ee pee. awe s of thousands 

er he . [of women a men are using 

roll? Will it, we the engfiahe | tals new toothpaste—people who 
cum-Preneh ‘Cosmetic Tooth-| Would: never have dreamt of 
Paste,’ the rage 6f Hollywood? |\Usine a toctnpaes 82 
Not if we are to believe Me, | oOnths ago. Por even un-beatity- 
For nis | conscious stockbrokers are sur- 

is the |TePtitiously -emulating their 
the | pretty Wives and daughters and 

he pave joined the large army of 


Less users, 
The claim for ‘Less’ is that 


the 
things 


we do 


Why the rush? The answer is 
décyi-carminate— another deep 
er we like it|red ingredient. that is said to 


In recent months we've 
designed, produced and distributed direct Gordon-Moore himself, 
‘Cosmetic Toothpaste’ 


mail campaigns for a Wren church, a bookie, one containing FOugery! 
ruby-red ingredient which 
claims. polishes ahd whiteng the 


an ice cream flavour, an international air- eth racher like Jewellers’ rouge| . 


} 


line, a scrap metal collector, a well-known sole 


e. 
Both *Less’ and ‘Cosmetic’ 
| Toothpaste are amimoniated; and 
Who, then, makes so bold as to|\+ “is well-known what clinical 
challenge this well-established | vests in the USA. have shown 
roduct — whie ad the field !+. ' “ct ; 

fo ‘itaeit tor co at... Who, [iterate effect of. ammonia 
ndeed, if met... yea .. . these ; . business’ | 
Americans again— with what eats whl the Bre 
they call their * Less * Toothpaste | Be tain take up their teoth- 
—# Hew product w wy forimtla | brushes and rally round the red 
Was fireamed up by @ New York |toothpaste they personally pre- 
scientist in the shadows of a fer. Boyne are even buying a tube 
Manhattan sky-seraper. ‘Less,”| of each to try Seon. willy-nilly 
atthough on the British market |you mey ‘ind yourself dragged 
only about a year, is reported iinto ‘taking sides’. in the 
unable to keep up with the|battie. ‘Nice work ... for these 
rocketing demands, rival ‘dentifricians.” .. 


firm of fruit packers, an American shipping = 


line, a wine merchant, an advertising journal, 


con trast. e 


motor oil, an independent small town cinema, 
a self-service launderette, an industrial film the effect of 1 
unit, a fish and poultry shop, fresh air, a 
flower club, a meat tenderiser, a top-ranking 
fur company, a car distributing firm, a fashion 


house, a telephone company, a restaurant, a 


This advertisement is diabolically clever in Copytaster's opinion. 
With such a headline it should attract vast numbers of readers. It 


a—bless our souls, we’re so versatile there isn’t should hold their interest, too. But is it too clever? 


room to tell you half of it! For the full story 
of who we are and what we do, you'd better 
get us to send you a copy of our Facts & 
Figures. It's interesting. 


almost add that as far as adver- potential customers. That is 
tisements in the motoring and assuming that they have got any. 
engineering press are concerned, Notice that I write of “the 
who steals my girls steals trash. advertiser” in the singular. 
* * 4 ; No doubt there are two separ- 
THIS TOOTHPASTE advertise- ate firms making these tooth- 
ment about “Pretty girls as tar- pastes, but I am assuming 
gets in Red War” is diabolically them to be in the same owner- 
clever. Perhaps it is too clever, . p. 
but one can only hazard an If they were real rivals in 
opinion about that. With such every sense of the word I would 
a headline it should attract vast say that this is among the most 
numbers of readers, and I think _revolutiona and enlightened 
it will hold the interest of many examples o 
of them to the end. 
But is it wise to leave the 


The thing that intrigues us 
about all this is what varied 


jobs you’re going to throw 
at us next. We'd like to 


hear of them. 


CL 


CHADWICK-LATZ LIMITED 
Creators and Distributors of Direct Advertising 


Alexander House * Shaftesbury Avenue . wc2 * Temple Bar 2641 


readers so completely free to 
choose between these tooth- 
pastes without even a quick 
summing-up of their claims in 
the last paragraph—without even 
some small suggestion of “ ‘Cos- 
metic’ for the prettiest; ‘Less’ for 
the thriftiest’”’? Will not a good 
many readers both puzzled 
one pease eS ay 
wi ut perha te 

intelligence of the advertiser's 


tempted to call the copy mock- 
ethical. But it was a brilliant 
notion to agree to have a battle. 
The possibilities for further shots 
in the campaign are fascinating. 

For once in its life, by the 
way, my Sunday newspaper let 
this go through without the 
cautionary words “Advertiser's 
Announcement”. or “Advt.” 
That's a feather in someone's 
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Te result of an independent readership 
survey, figures audited by 

Charles Wakeling & Co., Incorporated 
Accountants, shows that the : 


World’s Paper Trade Review is read 


by over 24,000 key personnel weekly. 


OO copies.. 


(A.B.C. Circulation ) 


: 


THE WORLD’S 
PAPER TRADE REVIEW 
AND WOOD PULP INDUSTRY 


Published by 
STONHILL & GILLIS, LIMITED 


329 HIGH HOLBORN, LONDON W.C.1 
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Trade and Technical Press Viewpoint 


Prospect of 


‘biggest ever’ 


joint promotion schemes 


iw all the joint promotion 
schemes currently under 
consideration reach fruition 


there will be a spate of “X is 
best” propaganda the like of 
which Britain has never known. 
The subject is making the 
headlines in trade and tech- 
nical papers in a host of 
spheres, the products ranging 
from apples to aluminium and 
from fish to furs. 

However, the main considera- 
tion being money in large sums, 
there agpens to be a tendency 
for enthusiasm to wane when 
the practical question of raising 
funds for the promotions comes 
up for consideration. Timely 
words of advice and guidance 
are flowing from the editorial 
pens, and several trade commit- 
tees have been warned of the 
dangers of half-baked, inade- 
quately financed campaigns. 

There have been personal, yet 
very true, warnings from the 
trade papers to those organisa- 
tions who would spend all their 
available cash on direct adver- 
tising to the public, and neglect 
the ae ioastnt point of retailer 
education and co-operation. A 
criticism along these lines comes 
from Men's Wear in connection 
with the “Get ahead—get a hat” 
campaign. 

ok * * 
| A special art paper supple- 
ment devoted to headwear, 
Men's Wear refers to the national 


By SCRUTINEER 


hat promotion campaign's obses- 
sion with the public, at the ex- 
pense of “crusading work in the 
retail trade.” This hint to the 
hat makers that they should 
spend more money in the trade 
press is not made without justifi- 
cation. The journal explains that 
what is n in many shops is 
a stronger conviction that hats 
are both a style necessity and a 
selling proposition. To _ instil 
this and to provide the actual 
instruction could well be part of 
the industry’s promotional plan. 

“Nagging against hatlessness 
will not sell more hats,” says 
the journal. “Gentle exhortation 
(with more estion than ex- 
horting about it) and above all, 
the influence of good example 
will help to do so. In addition 
to telling retailers more about 
hats and their handling, the 
industry's promotional experts 
might see that they are provided 
with, or given access to, authen- 
tic pictures of the great and 
famous, appropriately hatted, 
which might provide background 
for displays, or be used inside 
the shop.” 

To help retailers, Men's Wear 
publis' a guide for hat sales- 
men, showing the right and 
wrong shapes of hat for each of 
six types of face. 

a * cd 


Then there is leather. With 
recollections of last year’s 


SHAPES THAT SUIT 
This guide (below) for hat sales 
men shows, on left, wrong and, on | 


right, 4 suitable shape for atch of 
mig types of face 


Left: Scrutineer came across this advertisement with its striking 


personal touch in “Shoe and Leather News.” 


many wes devoted to a re 
Council Convention. Right: 


It faced one of the 


rt of the National Shoe Retailers’ 
his diagram of right and wrong types 


of hat for various faces was paiees as a reader-aid by ‘Men's 
ear.” 


A six-page feature on the care of nylons was recently published by 


“Knitwear and Stockings.” 


On the first page (above is a double 


page spread) retailers were advised “Why not cut out this feature— 
your customers will be pleased to see it on your counter.” 


National Leather Week and the 
widespread publicity it obtained 
there is speculation in the trade 
on plans for carrying on the good 
work this year. 

This is what Shoe and Leather 
Record has to say :— 


“That the Leather Institute 
will seek to profit from lessons 
learned in 1953 publicity 


drive can be assumed. We 
wonder, however, whether con- 
sideration has been given to a 
line of propaganda which could 
be expected to evoke more 
enthusiasm in the trade as a 
whole for a similar campaign, 
and at the same time stimulate 
increased interest among the 
public, whose favour after all is 
sought. 


Shift the emphasis 


“So far, the emphasis in the 
pasate drive has been on 
eather. . . But we submit that 
in planning future propaganda, 
the Institute might with advan- 
tage shift the emphasis and also 
place of stress on the —— 


which is inherent in the 
products. 
“Leather is attractive solely 
as a material which, in the 


directly to the public, and 
those responsible for future 
planning would almost cer- 
tainly profit by taking under 
their wing the resentative 
bodies of associated industries, 
and devising an effective form 
of joint promotion. 

“ This, of course, implies close 
working arrangements between 
the various associations and the 
Institute. It also involves active 
participation by these associa- 
tions in the projects sponsored 
by the Institution, and their wil- 
lingness to join in providing 


adequate financial support for 
joint promotional schemes. 
“Manufactured products were 
embraced in the exhibits staged 
during Leather Week last year, 
but the propaganda was centred 
more on the material than on the 


end ucts, and if the leather 
and leather consuming industries 
are to realise the full benefits of 


in 1953, it 
the spotlight 
should fall with equal brilliance 
on the attributes of the goods 
made from leather as on the 
leather itself.” 

* 


% * 

ROM leather (and all the 

end products) to aluminium. 
Light Metals has mn com- 
menting on the need for greater 
publicity efforts for this product 
in face of the “distressingly suc- 
cessful” competitor—plastics. 

a a a the question how 
aluminium lines up in the face 
of the opposition, this technical 
journal declares: “Apart from 
inadequacy of bulk, present 
publicity campaigns are, with 
certain notable exceptions, in- 
sufficiently colourful and stirring 
to meet the growing threats. 
Responsible for this, perhaps, is 
the matter-of-fact attitude (not 
yet dead) arising out of 
‘impersonal” sales during the 
war-time period and the short- 
lived boom which passed away 
about two years ago. It is 
significant t during these 
‘easy’ intervals one United States 
concern, at least, did not hesitate 
consistently to maintain its good- 
will call to the public. 


Hit the feelings 

“Whether it addressed the 
masses during office hours, or in 
breaks during the dul! round of 
household chores, or in periods 
of organised leisure, it directed 
and still directs its attack at the 
weakest point in the customer's 
armour, namely his feelings and 
those more fundamental personal 
interests which prompt carefree, 
satisfied, spending. 

“This, indeed, is an elementary 
and well-known pprinciple in 
salesmanship of any kind. In 
Great Britain, and in her markets 
abroad, it might well be used 
to better advantage on behalf of 
aluminium. 


@ Continued on page 490 
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A VITAL PART OF EVERY 


NATIONAL CAMPAIGN 


TO SELL TEXTILE GOODS 


THROUGH RETAIL STORES 


%& Extract from a letter to the Editor 
from an important London store 


On many occasions we have been asked for 
certain products as a direct result of a national 
announcement, but not having had, in most cases, 

prior notification of the publicity, we were unable 
to tie up with it in local advertising and in the 
store, 


Keep the whole trade informed in 


‘THE DRAPERS' RECORD 


45,000 EVEKY WEEK 


Head Office : 
KING'S BOURNE HOUSE, 229/231 HIGH HOLBORN, LONDON, W.C.1. 
Branch Offices : 


MANCHESTER LEICESTER LEEDS BIRMINGHAM GLASGOW BELFAST 
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ADVERTISER'S WEEKLY 
October 29, 1953 


COMMENT 


WHY A.B.C.? 


“Give us more facts, and especi- 
ally, more A.B.C. net sales.” 
This is what advertising agents 
replied when asked, in a recent 
**Advertiser’s Weekly” survey, 
to say what more media could 
do to help them serve their 
clients. 


ASSOCIATION of MUNICIPAL CORPORATIONS MONTHLY PUBLICATION 


MUNICIPAL 


REVIEW 


A.B.C. MEMBERS SINCE 1949 
NET SALE OVER 8,800 MONTHLY 
PAGE RATE STILL REMAINS £25 


* 


Specimen copy and sales breakdown 


from Advertisement Manager, 


MUNICIPAL REVIEW, Victoria 
Station House, Victoria St., S.W.1 
TATe Gallery 0764-7 


JOURNALS OF INFLUENCE and 
PULLING POWER 


“THE INDUSTRIAL HEATING 
ENGINEER” reaches all who 
are responsible for the heating, 
air conditioning and ventilation 
of INDUSTRIAL Works, Institu- 
tions and Public Buildings, etc. 


Devoted to reducing fuel costs 
“THE STEAM ENGINEER” is the 
foremost medium for advertising 
steam power 
auxiliaries. 


JOHN D. TROUP LTD. 


90 HIGH HOLBORN, LONDON, W.C.! 
Phone» CHAncery 7856/7/6 


© BiG JOINT PROMOTION SCHEMES -continued 
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sheets—our 

goods, too—not the winding 
sheets which our prestige- 
advertiser friend is hopefully 
unrolling for us in the national 
dailies.” 

* * * 

ND fish. Fish Industry has 

taken an active part in dis- 
cussions which have culminated 
in the suggestion that there 
should be a special section for 
this industry in next year's 
British Industries Fair. In fact, 
it was this journal which 
approached the Government on 
the question, as a result of the 
success of the French inter- 
national fish industry exhibition 
and convention two years ago. 

Comments editor H. Pearce 

Sales: “We thought it a pity 
that such a show was not bein 
staged in London. We envisag 
buyers of fish industry equip- 
ment coming from all parts of 
the world. We thought of the 
benefits for Britain and for those 
who produce new ideas and 
strive for perfection in manu- 
facturing ability, so enabling the 
fish industry here gradually to 
modernise. The makers have no 
central international market in 
which to show their products. 
They are worthy of the t plat- 
form Britain can provide.” 


Most proven way 


On the more general question 
of publicity, Mr. Sales writes: 
“There has been talk of a 
prestige exhibition to which the 
public would be invited. Virtues 
can be found for such a project. 
And we want the public to be 
interested in our trade. But in 
terms of value for money, press 
and poster advertising is in the 
main the most likely to create 
a growing demand. It is the 
most proven way. 

“An exhibition for the public 
should not be mentioned in the 
same terms as those excellent 
publicity ventures that enable 
parties of pressmen and house- 
wives to go to the ports and be 
entertained. A fish exhibition 
of this kind would not succeed 
unless it were part of, say, the 
Ideal Home Exhibition or some 
such national institution.” 

Bd a ok 

HE COMMENTS by my 

colleague Roger Darcy on 
page 494 concerning 3-D and 
trade and technical advertising 
recall to mind a December issue 
of the Machinist which carried 
two pages of “depth” advertise- 
ments—one from Jig Borers 
Ltd., and another from George 
Cohen, Sons & Co., Ltd. 

Writing in that issue W. John 
Tydeman, director of advertising 
at the Machinist, expressed the 
belief that 3-D presentation “has 
potential applications for the 
more specialised industries 
covered by the scope of the 


Machinist.” They therefore in- 
vestigated the possibility of 
introducing this process in the 
displayed advertisement section. 
He then went on, “We repro- 
duce (in this number) what we 
confidently believe to be the first 
advertisers’ announcements in 
3-D to appear in a British tech- 
nical journal.” 

Owing to postal regulations 
governing the mailing of journals 
at = paper rate, the 
Machinist publishers were unable 
to include the viewing spectacles 
in that issue. These were posted 
a to all subscribers and 
advertisers, both at home and 
overseas, simultaneously with 
the journal despatch. Further 
spectacles were sent on request 
to replace any lost or mislaid. 

* Ed 1K 
ENTION of this example 
of pioneering in the field 

of machinery journals brings to 
mind the considerable achieve- 
ment of the weekly Syren and 
Shipping in bringing out a huge 


Mechanical Handling Show 


The next Mechanical Handling 
Exhibition and Convention, a 
biennial event, will take place at 
Olympia, London, June 9-19. 
More than 200 firms are exhibit- 
ing and the Ee occupied will 
exceed 250, sq. ft.—14,000 
more than in 1952. 

All types of labour aids are 
to be shown, and most will be 
seen in operation; 12 papers will 
be read and discussed at the Con- 
vention, There will also be an 
open forum when a team of 
experts will answer questions on 
any mechanical handling subjects. 

The exhibition and convention 
are organised by the journal 
Mechanical Handling. 


New Year number, profusely 
illustrated and packed with ad- 
vertisements relating to all 
aspects of the shipping world. 
* * ok 
“ID YFLEET,” who signs the 
“Hardwaria” weekly feature 
in Hardware Trade Journal, has 
been advising ironmongers to 
turn to better advantage the in- 
creasing public interest in home 
decoration. 
He ints out that “Do-it- 
ourself” is a growing cult, with 
th national and local news- 
papers publishing articles by 
“experts” aimed at telling readers 
how to do things for themselves. 
Ironmongers and builders’ mer- 
chants with retail counters have 
for years been selling more paint 
to householders at the expense 
of their trade sales. Even local 
ublic libraries are lending more 
ks than ever on home decora- 
tion, upholstery and dressmaking. 
For the spring trade, he sug- 
gests special window displays 
stressing the “do-it-yourself” 
theme. I wonder why he omitted 
to suggest a wider campaign in 
the local newspapers? A good 
opportunity lost! 
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Getting 


“What kind 
of people read 
Life International? 


a Lakes 
\ * a \ 


In which countries do the LIFE INTERNATIONAL EDITIONS circu- 
late? Who reads them, who advertises in them? 

What could you expect your own advertisements in LIFE 
INTERNATIONAL EDITIONS to achieve? What are the other ad- 
vantages of an advertising campaign in LIFE INTERNATIONAL 
EDITIONS Over and above the coverage of the world’s most 
important markets outside North America? 

Answers to those and many other questions are contained in 
an interesting booklet for internationally-minded advertisers 
called ‘The Facts of LIFE INTERNATIONAL’. The Advertisement 
Manager will be pleased to send you a copy. 


LIFE IN ENGLISH — average net paid 
circulation 250,000 — 300,000 copies in 
English, circulating in 120 countries out- 
side North America. 


LIFE EN ESPANOL— average net paid circu- 
lation 200,000—250,000 copies in Spanish, 
circulating in Central and South America. 
These are the INTERNATIONAL EDITIONS 
of LIFE MAGAzine, with a combined 


circulation of over 500,000 copies every 
fortnight. 


TIME & LIFE BUILDING, NEW BOND STREET, LONDON, Wi 
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One of the petals of the fan-shaped 


brochure. 


Brochure-display 


for swimsuits 


HEN the Mermaid Swim- 

suit organisation discussed 
advertising matters with Basil 
Wardman, trade expansion 
consultants, they specified an 
illustrated list, suitable for 
both trade buyer and public, 
plus display material for 
counter and window use. All 
items were to be suitable for 
use in Britain and overseas and 
the cost to be kept to a 
minimum, 

These requirements were met 
in one simple brochure-display 
unit, having six double-sided 
petals to show 12 styles, 
using a shell-fan structure indica- 
tive of the beach. The weight 
allows postage within the 24d. 
letter rate, 


Trade buyers induced 


For display purposes, this 
device can be used either on a 
stand, or pinned to a_ back- 

round, variations of flower or 
an shape being possible to suit 
the user's décor, while a different 
style may be highlighted each 
day. As a brochure, its unusual 
shape and practical use as a fan 
induces trade buyers and public 
both to keep and constantly use 


it, 

The design specification in- 
cluded an off-white plastic fasten- 
ing. This was unobtainable, 


@ Continued on page 493 


and | 


Reaches an in- 
fluential section 
of professional 
people who sub- = 
scribe to the only 
legal weekly 
for practising 
solicitors 


O2.FETTER LANE EC4 CWA 6855 


THE 


SOLICITOR 


A leading Journa! for Solicitors 
and their Managing Clerks, 


Bri tai n’s Leading 
Weekly Shoe & 
SPENCER HOUSE, SOUTH PLACE, E.C.2 


TH. ; MOWARCH 0666 GRAMS. ALSHUNUZE 
Rate card and specimen copy on application 


HHit SHOE & LEATHER 


RECORD 


Founded 1886 


The Pioneer and 
Progressive Paper 


GRANVILLE HOUSE 
ARUNDEL ST. LONDON 
Tel. TEM 5524/6 


we2 


The Monthly 
Register 


Journal of the 
INSTITUTE OF PUBLIC 
SUPPLIES OFFICERS 

Read by Chief Officers who purchase for 
* Hospitals 
* Local Authorities 
* Nationalised Industries 


40 Sackville Street, London, W.1 
Telephone: Grosvenor 7281 


The 
SURPLUS 
REGISTER 
An International Journal 
(fortnightly) used by all 


trades for the sale or pur- 
chase of surplus materials 


8 Storey’s Gate, Westminster, 
London, S.W.1 


Telephone: TRAfalgar 5333/4 


Ihe 


BRET PINAL 


The technical journal for the 
Pharmacist and Pharmaceutical 
buyer either overseas or at home. 


194-200 Bishopsgate, London, 
AVEnue 1444/5 


€.€.2 


LTo., 


aeview, 
Fooo TRADE wes 


7 Gannce sTectt. LONDON. 


MUNICIPAL 
ENGINEERING 


founded 1874 


The specialist weekly journal 
reaching every officer in the 
public health service. 


4 Clements Inn, W.C.2 
HOLborn 5502 


World’s Leading Journal for 
Health, Hygiene and Sanitation 


THE JOURNAL OF THE 7 
Royal Sanitary Institute 
90 Buckingham Palace Road, $.W.1 

Circulation 10,266 ABC 


PUBLIC HEALTH 
OFFICIAL JOURNAL OF THE 
OCIETY OF MEDICAL OFFICERS 
OF HEALTH. 

Circulated to all Public Health 
Departments, Hospitals, Clinics, etc. 
TAVISTOCK HOUSE, 
SQUARE, LONDON, W.C.! 

EUSTON 3923 


Meat Trades’ Journal 
Weekly net sales exceed 
31,000 


For over 60 years the official 
organ of the meat trade. 


5 CHARTERHOUSE SQUARE, LONDON, E.C.1 


CANNING AND PACKING 


Specialist monthly magazine for 

food manufacturers, canners and 

users of containers and other 
packaging materials. 


CANNING PUBLICATIONS 
14-415 COLEMAN 5T., LONDON, £.C.2 
Tel.» MONarch 1995 
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J.D.A. 


The Journal of Decorative 
Art & Gritish Decorator 


The Leading journal for all associated 
with the Painting and Decorating Trade 


MILK INDUSTRY 


TOPICAL AND TECHNICAL. 


PROCESSING, DISTRIBUTION 
AND SALE OF MILK 
AND MILK PRODUCTS 
The Most Influential 

Journal in British Dairying 
The Milk Industry, 


37 Queen's Gate, London, $.W.7 
Western 9816 


TRANSPORT WORLD 


POLLARDS 1181 


Good Photography 


MUNICIPAL 
JOURNAL 


founded 1893 
The only weekly technical 
journal read in every local 


3 Clements Inn, W.C.a 
HOLborn 2827 


The Surveyor 


AND MUNICIPAL AND 
COUNTY ENGINEER 

The influential journal for all 
advertisers who sell to 

Local Authorities 

Public Works Contractors 
The Building Industry 
Architects and Surveyors 


Advt. Mgr, Ajdridge Caldwell 
8 Southampton Row, WC1 
Telephone ; Holborn 0452 


Monthly—for all 
amateur photographers 


PASSENGER 
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Your announcement in “P.T.” 

reaches operators and manufac- 

turers of the world’s largest road 
vehicle fleets—every week. 
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GAS JOURNAL 


Newspaper and expert technical 
weekly 
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* THE PAPER MAKER 
* THE PAPER MARKET 


PHILLIPS’ PAPER TRADE DIRECTORY 
OF THE WORLD 


S$: C- PHILLIPS & 


, Co LTD 
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MUNICIPAL 
ENGINEERING 


founded 1874 


Reaches every engineer, 
surveyor and cleansing 


ineers. 
Read by hee on 


ADVERTISER'S WEEKLY 


New service 
for retailers 


OW MANY times have 
you struggled with an 
inquiry from a customer who 
wants to buy equipment or 
carry out a suggestion she has 
read about in a magazine 
feature, but can't give you the 
name of the product men- 
tioned, or an accurate descrip- 
tion of what she needs? 

“No need to do this any 
more.” 

In this fashion the March issue 
of the Domestic Equipment 
Trader brings to the attention of 
its readers the first of a new sec- 
tion ealled “Magazine preview.” 
The aim is to give retailers ad- 
vance information of features on 
domestic equipment which will 
be appearing in the leading 
monthly and weekly magazines. 

It gives the dealer, in a very 
handy form, a summary of pro- 
ducts which will be publicised. 
He is thus enabled to make 
good use of the publicity these 

roducts are to be given, and put 
himself in a position to meet the 
demand, wad eal special dis- 
plays, etc. 

Commenting upon this new aid 
for the retailer via his trade 
journal, a leader in the March 
issue points out that in this sec- 
tion will be found forward 
information of features on 
domestic equipment which will 
be appearing in the April issues 
of House and Garden, House- 
wife, Modern Woman and Good 
Housekeeping, on sale during the 
latter part o ‘March 

“Do see that this information 
is made available to your staff,” 
the leader continues, “and order 
in copies of the magazines so 
that they and you can read the 
features and talk to customers 
about them. Use the magazines 
for display purposes, too, and 
you'll be reaping the full benefit 
of a selling cycle which was set 
in motion when the home editors 
of these journals first went to 
work selecting the merchandise 
for their features. 

“So here is a new service run 
by this journal to keep you right 
on the ball about goods in the 
news. It is a strong selling 
service, because after we have 
told you about good equipment 
and new equipment our next 
thought is always to help you 
move stock out of your shop.” 


© SWIMSUIT DISPLAY 
—continued 


however, and a metal substitute 
was used. The 120 screen blocks 
and artistic work came from the 
City Engraving Co. (Hull), and 
the printin 4 Morrish & Co., 
on a Heidel linder machine. 

Restedestion or quarte 
advertising, showing five of the 
swimsuits in perfect detail, 
been accomplished. 
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School & College 
Management 


the best medium 


for selling equipment to 
Schools and Colleges 


. . . 


SCHOOL MANAGEMENT LTD., 
18 YORK BUILDINGS, LONDON, W.C.2 
TRA/Saigor 1388 


“OFFICE +MANAGEMENT” 


ne yen f ho Gee Managemeni 


Ideal medium for 
announcements 
covering office 
equipment and 

supplies 
Office Management Association 


8 Hill Street, London, W.1 
GROsvenor 7336 
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An inside spread of 


the superb brochure 
Nederlandsche Glasfabriek Leerdam of Holland. 


Technical Print Review 


crystal | 
| 
LEERDAM 


issued by N.V. 


How to 


[- SEEMS that you cannot 
keep this three-dimensional 
stuff out of anything. Even 
those advertising to technicians 
think it is a bright idea. 

Take this excellently produced 

folder put out by Armstrong 
Whitworth (Metal Industries) 
Ltd. and Jarrow Metal Industries 
Ltd., and printed by J. W. Hind- 
son & Sons Ltd. e cover in 
black and red is really quite 
striking with its vagjations on a 
Gill Sans theme, and is marred 
only slightly by a rather archaic 
t mark. ut inside we get 
two large 3-D illustrations of 
engineering equipment, and a 
pair of suitable specs. are 
provided so that you can peer at 
them. 
There is a good slogan on the 
specs.: “Skilled engineering 
brought into focus.” Unfor- 
tunately, I would say that a good 
straight half-tone would give one 
more idea of the machinery than 
these 3-D jobs. 


” 


PRECISION. 


This black and red cover is very 
effective with its variations on a 


329 High Holborn WC: Hol 7759 


Gill Sans theme. 


use 3-D 


By ROGER DARCY 


And have the people who 
thought this folder up ever 
considered what 
when, inevitably, the 
specs. get lost? 
trations become meaningless. 


There are two answers of 
course. One is that there is so 
much 3-D printing nowadays— 
everything from children’s 
comics to rude pictures—that 
practically everybody has a pair 
of these red and green devices. 
The other is that this folder is 
completely ephemeral and was 
meant just as a stunt. That may 
be so, but if I were an engineer, 
interested in Armstrong Whit- 
worth machinery, I could not be 
bothered fiddling about trying to 
get the illustrations into focus 


when an _ ordinary half-tone 
would do. 
Many little gimmicks 


Take as a complete contrast 
a job from abroad, but in 
English. This is the superb 
brochure issued by N.V. Neder- 
landsche Glasfabriek Leerdam of 
Holland. This spirally bound 
booklet has a cover printed red, 
white and a dull blue, which is 
most attractive. Inside there 
are coloured and monochrome 
illustrations showing the many 
roducts of this modern glass 
actory. This is an excellent 
piece of printing aad typography, 
with many little gimmicks. 

For instance, instead of printing 
the name of the designer under 
each illustration there is a little 
monogram symbol. A key at 
the back of the book gives the 
fuil name of each artist. One 
minor criticism is that, while 
Gill Sans is first rate for 
captions, it is rather hard on the 
eye when used for heavy text 
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RATHBONE 
PUBLICITY LTD. 


FULLER, HORSEY, 
SONS & CASSELL LTD. 


who have found from long experience 
the best Journals to use when they 
wish to bring matters to the attention 
of those who have the most influence 
in buying machinery or property in 
connection with the food industry. 
FOOD MANUFACTURE 
Stratford House, Eden Street 
London, N.W.1 


FOOD MANUFACTURE is one of the 
LEONARD HILL TECHNICAL GROUP 


PAINT 


Manufacture 


LARGEST 
PAID 
CIRCULATION 


in the 


PAINT 
INDUSTRY 


at home and abroad 


STRATFORD HOUSE 


9 EDEN ST + LONDON «+ N.W.1 
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© TECHNICAL PRINT REVIEW -continwed 
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OOFNEE USE 


This Ever-Ready folder shows how the labels can be used on a wide 


variety of articles. 


setting. There are three pages 
of an introductory article set in 
rather solid Gill bold. This is a 
Continental tendency where the 
“Bauhaus” influence still lingers 
on. However, an attempt has 
been made to break up the solid 
mass of type by printing the lead 
into each paragraph in red 


This big glass firm in the 
Netherlands sets an exaniple to 
British industrialists in 


iving 
credit to the printers. SThere 


is a proper colophon at the back 

of iis bro brochure from which one 

may discover not only that the 
responsi 


nters 
= Enschedé en Zonen, 
Haarlem, but also details of the 
printing process, the photography 
and the artists concerned. 
And, ag the way, the illus- 


This folder does its job effectively. 


which shows all the various uses 
of this versatile material—which 
been the subject of many 
press articles. 
seen the write-up of Comino in 
siliiion san dat a of 
reminding you of this a page 
leaflet based on Time's cover. 
But in the last Dexion News 
the editor told of all this not 
realising that it would annoy 
somebody. Lo and behold, an 
anonymous writer cut out the 
relevant passage in the editorial 
and added “Provided by you. 
Stop trying to fool the public.” 
Dexion News is excellently pro- 
duced by Krisson Ltd.—the firm 
which Mr. Comino started be- 
fore he thought up Dexion. 
Heavily illustrated, it is a good, 
clear ee of uninhibited pub- 


trations do not need 3-D.  licity for the company with little 
They are magnificent without. fancy about it. refore, it 
Dexion News is a little journal does its job well. 

es Se ERECT 1 ae 


OF F1OM LITER + 189 REGENT ST LONDON, Wt ENGLAND - VOL. 2. MO. 4 


THE DEXION ANGLE 


8 eho evade risy dmtarhed by the word 


re « ‘ 
Well, wc were unduly morte There were mam 


ee ee 


Roger Darcy likes 
the way Dexion 
have dealt with a 
letter of anony- 
mous protest. 
An editorial in 
“ Dexion News” 
says: “The capital 
letters . . were 
clearly intended to 
make it difficult 
for us to identify 
the sender, and 
they did help the 
blockmaker to get 
a good clear repro- 
duction.” 


You may have | 


ADVERTISER'S WEEKLY 


Sell to the Shipping Companies 
through the advertising columns of 


The CHIEF STEWARD 
and SHIPS’ STORES GAZETTE 


The paper published to interest the Catering and 
Purchasing departments of the Shipping Companies 
and Ship Stores Merchants. 

Send for a specimen copy and rate card: 


Chiet Steward and Ships’ Stores Gazette, 26/28 Billiter Street, E.C.3 
Telephone No. Royal 5322 


AINT 


The Paint, Oil & Colour Journal is 

the most popular and the best in- 

formed publication in these indust- 

ries. It is read by all the technical 
and commercial executives. 


OLL AND 


The Paint, Oil & Colour Journal is 
the only trade paper in its particular 
field with A.B Circulation and 
has a world wide distribution and 
an average of four readers per copy. 


COLOUR 


The Paint, Oil & Colour Journal has : 


more then three hundred regular 
advertisers representing every sec- 
tion of the industries, a most 

tive advertising medium. 


J OURNAL 


Your next appropriation should 
include The Paint, Oil & Colour 
Journal. Send now for rates and full 
iculars to 83-6, Farringdon St. 
roy E.CA. Phone Phone: City 4788/3 


A reliable medium for HOME 
& EXPORT advertising, reach- 
Ing the firms that matter, read by 
executives in all branches of the 
Metal and its allied industries. 


am 
TWICE WeeKLy 
TUESDAYS & FRIDAYS 


Published by 


METAL INFORMATION BUREAU LTD. 
Birkett House, 27 Albemarle St., London, W.! 


WE WANT 
AN 
AGENT 


with any clients whose products 
or services appeal to the water 
engineer, sewage engineer, or 
municipal engineer to let us have 
the opportunity of proving that 
“THE WATER & SANITARY 
ENGINEER” 
is unbeatable as a first rate 


medium. Contact the Advertise- 
ment Manager | at 32 Finsbury 
Square, E.C.2, or phone 
MONarch 1541. 


WILLIAM W. CLELAND LTD. 
PRINTERS AND BOXMAKERS 
STAPLE HOUSE, CHANCERY LANE 


LONDON, W.C.2 HOLbore 2521 


need 
of specialists... 
COMMERCIAL & TECHNICAL ARTISTS 


100 STAPLEFORD ROAD, LUTON 
TELEPHONE 3312 
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Laquire “the magazine for men” 


- ENCYCLOPADIA fo 
x RI a N rs A fs 


Parker SY"Pen 


BRITISH 
RAILWAYWS 


The British Edition of Esquire pledges 
the same high standards in advertised 
products of the highest quality and 
craftsmanship—products and services that 


contribute to more pleasurable living. 
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at the turn of its twenty-first year of publication in 
America proudly presents to its many new friends in 
Great Britain this distinguished roster of world 
famous names that appear regularly on the advertising 


pages of the American Edition of Esquire. 
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’ 
Laquire the magazine for men 


in the mood to enjoy life 
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The largest market in 
EUROPE which can be 


covered adequately by 
ONE NEWSPAPER... 


. . » The South-East Lancashire conurbation by the 
MANCHESTER EVENING NEWS 


Though second to Greater London, the South-East 
Lancashire conurbation CAN be covered adequately 
by using one paper, the 


MANCHESTER EVENING NEWS 
the paper which distributes more copies 
in this great industrial area than any 
other daily paper, morning or evening, 
national or provincial 


MANCHESTER EVENING NEWS 


ABC 334,148 net daily sale . . . CONCENTRATED almost entirely 
in the S.E. Lancs conurbation 
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‘Advertiser’s Weekly’ Market 
Investigation Team visit— 


LANCASHIRE AND 
THE NORTH WEST 


~~~ 


--o > > 


Rising foreign textiles competition 
presents new challenge to Lancashire 


Anxiety has been aroused in Lancashire following the signing of the Anglo-Japanese trade 


agreement. 


In this survey of Lancashire and the North West the implications of this 


agreement are examined and the buying power and advertising media of the region indicated. 


WILTON EVAN 
finds plenty of 


Faith in the 
future 


[* the plushy Midland Hotel 
in Manchester the prosper- 
ous business man thumped his 
plump fist on the table till the 
wine glasses chimed in protest. 
“Black Pact’ with Japan, my 
foot,” he:stormed. “It’s nowt 
but a red herring.” 

And, having delivered himself 
of his epigram and irritation, he 
proceeded to tell me why. ‘a 

Now, of course, the truth is 
recognised generally. Despite the 
hullabaloo and the heckling Lan- 
cashire has not been sold down 
the river. There are to be no 
queues of unemployed at the 
Labour Exchange while cheap 
lines from Japan sell at chain 
stores around the corner. 


Spirit and determination 


Elsewhere my research col- 
leagues of the ADVERTISER'S 
WEEeKLY’s research team help to 
put the “Pact” scare into true 
perspective, but | cite the annoy- 
ance of this one business man as 
typical of Lancashire spirit and 

termination. 

Could there be any stronger 
indication of faith in the future? 
Once more the visitor to Lan- 
cashire and the North West finds 
industry in fine fettle and the 
level of prosperity high and 
stable. 

Once more there is every justi- 
fication for continuing to regard 


@ Continued on page 500 


pAaty IN February came 
the news that the British 
and Japanese Governments had 
signed a trade agreement and 
a public which normally dis- 
regards such agreements had 
their reluctant attention drawn 
to this pact because of the 
ensuing outcry from certain 
British exporting industries— 
notably those centred in 
Lancashire. 

Before examining whether or 
not this outcry was justified, let 
us take a brief look at the pact 
itself. 

Clearly some sort of agree- 
ment had to be reached in view 
of the £100 million trade deficit 
which Japan had run up with 
the sterling area during the 
course of last year. ither 


Japanese imports of British 
manufactured goods and colonial 
raw materials had to be cut down 
or Japanese exports to the sterling 
area had to be increased. 

The latter course was chosen 
and it is planned to increase the 
annual imports of the sterling 
area from Japan by about the 
£100 million necessary to main- 
tain equilibrium. Dissension 
has mainly arisen over the per- 
mission which has been granted 
by the U.K. Government to the 
colonial governments to import 
“up to their estimated require- 
ments for their own consumption 
and entrepot trade.” 

Until now, British exporters 
have been shielded by eee 
licensing arrangements which 
have placed quantitative restric- 
tions on such imports. Addi- 
tionally, the home market for 


Comparative Table Indicating Distribution 
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Looking along the Rochdale 
Canal near Oldham. 
Manchester Guardian 


the British textile industry will 
have to contend with the revised 
import quotas that have been 
fixed for certain traditional 
Japanese exports to this country 
—including £300,000 worth of 
apparel, and £300,000 worth of 
cotton and rayon piece goods. 
Let us, however, put these 
items into their proper setting. 
Taking the imports into the 
U.K. for a start, we must appre- 
ciate that the quantities involved 
are infinitesimal in relation to 
the total home market, and are 
nme lower than were the 
corresponding quantities in 1938. 
Of more substance are the fears 
that the markets which have been 
so carefully and laboriously 
© nued on page 503 


of Retail Outlets 


North Western 
Region 


Per Per 
No. of 10,000 No. of 10,000 


outlets population| outlets population 


Other food retailers as 
Confectioners, tobacconists, 
newsagents .. a. 
Clothing group .. 
Hardware group .. an ey 
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Furniture es oe os 
Jewellery, leather, sports goods. . 
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* Increase your profits 
by using these seven 
Newspapers 


COMBINED circulation exceeding 168,000 
copies, gives you absolute blanket coverage 

over a busy section of South East Lancashire where 
the people have money to spend and spend it freely. 


These newspapers are the people’s shopping 
guide. Use the advertisement columns and guide 
the people to buy your goods. 


BOLTON EVENING NEWS 
A.B.C. Net Sale 
83,420 
(JAN.—DEC, 1953) 

RATE 21/- s.c.i. 


MEALHOUSE LANE 
BOLTON -« LANCS. 


Telephone: Bolton 1993 
Advert. Manager: Wm. Sheppard 


* Bolton Evening News 


Lanes. Journal Series 


LANCS, JOURNAL SERIES 
A.B.C. Net Sale 


(JAN.—DEC, 1953) 
RATE 21/- s.c.i. 


TILLOTSONS NEWSPAPERS LTD. 
: 6 ARLINGTON ST. 
LONDON 


Telephone: GRO 5220 
London Manager: 


S.W.1 


C. A. Miles 


Bolton Evening News 
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Lancashire and the North West 


The rag and bone 
merchant gives a 
song at the Friend- 
ship Hotel concert, 
Oldham. 


Manchester Guardian 
photograph. 


®WILTON EVAN -continued 


the North West as one of the 
country's richest markets. 
Everywhere there is evidence 
that the North West has retained 
its skill in supplying goods to all 
parts of the world. This seems 
to be the main conclusion to be 
reached from a study of in- 
dustrial activity in the region, and 
this generalisation is as applic- 
able to cotton as it is to the 
diversity of engineering industries. 
Whether or not large orders 
for engineering goods recently 
negotiated in Moscow go 
through, it seems that the 
leaders of industry in the North 
West did a good job last year 
in securing orders against the 
most severe foreign competi- 
tion, particularly from Ger- 
many, and in organising their 
factories and workshops to 
fulfil contract dates. 


Remarkable achievements 


This reassuring picture is more 
comprehensible when seen 
against a background of one of 


| the most remarkable achieve- 


ments of engineering in the 
North West, the construction of 
the factories which make up the 
productive capacity of Britain's 
atomic energy industry. 

The official account of 


| “Britain's Atomic Industry” pub- 
| lished in January shows that the 


Lanes. Journal Series 


major part of the production 
plant for atomic energy has been 
completed in the North West 
since 1946. The building of the 
four factories took less than five 
years and each was completed 
within a month of its estimated 
date. There was no question of 
reproducing a well-tried design; 
the whole operation had to be 
carried out without precedent. 

The cotton industry enjoyed a 
high level of activity during 1953. 
Production of all types of yarn 
was 21 per cent higher than in 
1952 and the index for textile 
and clothing production reached 
one of its highest post-war levels 
in October 1953. 

Considerably more _ material 
was produced for export last 
year and orders both from home 
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| Pattern of | 
| Development | 


® Warrington—Joseph Cros- 
field & Sons, Ltd., are ex- 
tending. Thames Board 
Mills, a million pound ex- 
tension. Abolition of level 
crossings to take place with- 
in three years, cost £400,000, 


® Cadishead— Reconstruction 
at Lancashire Steel Works. 


® Earlestown— Biscuit ma- 
chinery makers extendi 
remises. National Coa 
rd given notice of work- 
ing more coal seams under 
the township. 


®@ Sale—New power station at 
Carrington, and there is 
continued development of 
the Petrochemicals works 
at Partington Industrial 
Estate. 


® Northwich—a motor engi- 
neering firm plan to con- 
struct a new factory, and the 
local authority continues to 
pursue a policy of encour- 
aging light industries to the 
urban area. 


® Runcorn — Expansion of 
chemical works in the area, 
and construction of a new 
high-level road bridge over 
the River Mersey and Man- 
chester Ship Canal at some 
future date. 


® Widnes—at the moment 
there are two huge schemes 
in being, a joint effort of the 
1.C.1. and the cement com- 
bines costing million, 
and a technical | cost- 
ing £1 million. 


E REASON for the indus- 
trial well-being of A 
and district, for example, is not 
difficult to find. 

The town and its closely-knit 
neighbours is in an unusually 
good position with its population 
of skilled employees sharing in 
any trade “boom” and not suffer- 


® Continued on page 502 
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EVERYBODY IN 
LIVERPOOL 
KNOWS 


WHERE TO GO FOR 


RESULTS 


Liverpool Daily Post Liverpool Echo 


j i Largest evening sale in 
The influential morning newspaper 
of the North West the Provinces 


A.B.C. figure July-Dec. 1953 74,667 A.B.C. figure July-Dec. 1953 384,882 
London Office: Mersey House, 132-4 Fleet Street, London, E.CA 
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Lancashire and the North West 


®@ Pattern of development 
~ tontinued 


ing to any extent from the 
occasional recessions which affect 
various industries. 

Fortunate, indeed, then is a 
district of this kind which has 
80 many major industries con- 
centrated in a comparatively 
small radius. It means that the 
working population is never 


“hard up”; there is always mone 
to be spent. And these level- 
headed neashire folk know a 


bargain when they see one. They 
are ready and willing to buy the 
right kind of goods at the right 
price with the result that local 
traders are proud of their busy 
establishments and a high “level” 

of trade is always maintained. 


Variety of merchandise 


There is not merely one staple 
industry in the area with smaller 
—_ as “makeweight.”". Many 

large ¢ works turn out a variety of 
= fully produced merchandise 
for the home and foreign mar- 
kets. Not only does Accrington 

lay its full role in producing 

neashire’s famous  cetton 
goods, but here, too, textile 
machinery is made at a member 
frm o Textile Machinery 
Makers Ltd. which employs 5,000 
pea le alone at Howard and 
ough's Globe Works. 

The town also proudly boasts 
one of the largest calico printing 


works in the world, recently 
visited by the Duchess of Kent 
and Princess Alexandra. Broad 
Oak Works is always busily 
engaged in producing fabrics 
which are famous throughout the 
world. 

Within two miles of the town 
centre there is a vast English 
Electric Works at Clayton-le- 
Moors. Riley's billiards tables 
have also achieved international 
fame, while at Taywils electric 
washers are fed into world 
markets, with similar products 
from the large Ewbank Works, 
famous for its carpet sweepers. 

There are la collieries in 
the town and district, employ- 
ing many hundreds of miners 
earning good pay, while there 
are chemical works (where the 
basic ingredients of Dettol are 
made). nzole is also produced 
in large quantities, and there 


are vast engineering works 
maintaining a high level of 
production. 


Cotton spinning and weaving; 
rayon weaving and soap-making 
are all included in this highly 
industrialised community and 
there are establishments which 
not only produce the fabric, but 
“finish” them as well for the 
market. An example is Messrs. 
Spanjaards, makers of 
Rheumanella fleecy sheets. 

Similar diversity is noted in 
Nelson, a manufacturing town 
and municipal borough largely 


engaged in the manufacture of 
cotton, worsted, silk and fancy 
dress goods, Here also are iron 
and brass foundries, stone 
quarries, dye works, manufactur- 
ing confectioners, corn mills, 
brick works and various other 
trades and professions. The town 
has grown from 3,500 in 1865 to 
ew 38,000 present 
y. 


New industries campaign 


Although almost full employ- 
ment is enjoyed, the authorities 
are campaigning for new indus- 
tries in the town, and according 
to reports, are likely to succeed 
in their aim in the near future. 

Colne was originally a market 
town, but is now extensively 
—~ ee cotton, worsted 
and dress . There are 
also iron eatin machine 
and engineering works, and 
various other important trades. 

Employment in all branches 
of industry in Bury and district 
remains at a high level, and 
there are many vacancies, especi- 
ally for skilled labour. 

his was reported at the 
February meeting of the local 
Employment Committee by Miss 
A. Ashton, the Committee secre- 
tary. 

During last quarter there was 
little short time working in the 
textile dyeing and mechanical 
woollen trades, no seasonal de- 
cline in the building trades, and 
the engineering industry was 
working full time. 


The wording is in four-foet block 
neon letters. 


New neon sign 


OR 18 years W. J. Brookes & 
Sons, Ltd., have sold their 
“Mother's Pride” wrapped bread 
from their Manchester shops and 
through retailers all over - 
shire and neighbouring counties. 
Now their proprietary wrap is 
even better known for a big neon 
sign has been installed over their 
Mosley Street café. 

The sign, made by Claude 
General Neon Lights Ltd. and 
designed in conjunction with 
Outdoor Publicity Ltd., is pri- 


marily intended as prestige ad- 
vertising, to put the’ name 
“Mother's Pride” constantly 


before the thousands who pass 
through Piccadilly but it is also 
a point of sale advertisement. 


...in the NEW HANDY SIZE 
LIVERPOOL 


The Pulling Power of the 
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is increased even more by 


COLOUR 


Further from : 


perticulars 
LIVERPOOL : 53 VICTORIA ST. Tel. CEN. 6601. 
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Lancashire and the Nerth West 


built up in the colonies are 
threatened. 

In 1953 West Africa was the 
chief customer for the Lanca- 
shire mills, followed by Austra- 
lia, South Africa, East Africa, 
New Zealand and Malaya. Per- 
haps the recommendation of a 
trade mission to East Africa 
offers a partial solution—*that 
there should not be any attempt 
to try to recapture the market 
for cheap goods for native cqn- 
sumption on the lines followed 
by Japan, but that there was no 
reason why an effort should not 
be made to obtain for Britain a 
certain share of the better end of 
the bulk trade.” 


Improve the efficiency 


Clearly, too, anything which 
can be done to improve the effi- 
ciency of the British producer 
will enable him to withstand the 
Japanese threat more successfully. 
Needless to say, far-sighted manu- 
facturers have, since the war, 
made strenuous efforts to 
modernise and re-equip their 
mills against the day when com- 
petition intensified. 

As an example of this we may 
quote the increase from seven 
per cent in 1948 to 13 per cent in 
1953 in the proportion of auto- 
matic weaving machinery to the 
industry’s total loom capacity, 
and the steady replacement of 
mule spindles by rings. Apart 
from mechanical aids, work study 
methods have been widely 
adopted in the spinning mills, 
while more than 100 weaving 
firms have introduced the wage 
system proposed in the Cotton 
Manufacturing Commission’s re- 
port which was designed to en- 
courage higher productivity. 

The above measures are 
part of the reason for the 
general recovery which has 
taken place in textiles since 
the 1952 slump. Cotton 
manufacturers, however, will 
have noted that the most 
spectacular recovery was made 
by the synthetic fibres (notably 
rayon) whose production in 

1953 was 50 per cent greater 

than that in the preceding 


year. 
Freedom to buy 


One bright spot, however, is 
that world supplies of raw cotton 
are likely to = well in excess of 
requirements. The outlook 
would be still brighter were it 
not for the price support system 
operated in the United States. 

The growing freedom to buy the 
raw material privately instead of 
through the state-sponsored Raw 
Cotton Commission has led to a 
rapid response. It is still pos- 
sible, however, to obtain cover 
through the Commission against 
fluctuations in prices. 


Merseyside development 
Merseyside is something of an 


anachronism. Here we have one 
of the world’s largest commercial 


sem poet, a dock system with 
nearly 40 miles of quayside, 
through which passes about one- 
third of the trade of the country. 
Furthermore, this is an area 
where an extensive programme 
of factory building has been 
carried out since the war. 

Yet we still hear of rela- 
tively heavy post-war un- 
employment on Merseyside. 
Fortunately, however, the 


number of unemployed , 


workers is 


still 
lower than the terrible — | 


of the 30’s, and in the north- 
a Mon © ee 


Further examination of the 
problem, too, indicates that the 

rt itself cannot be blamed, for 
it has to its credit an extensive 
modernisation of the dock system 
(plus a new dry dock for oil 
tankers—the largest in the world) 
and the introduction of a com- 
plete system of radar control in 
the port. Jn fact, the principal 
reason for the unemployment 
problem of the district is the 
steadily increasing number of 
young people leaving school. 

Strenuous efforts have been 
and are being made to absorb 
this surplus man-power. Full 
use has been made of factories 
built for military purposes during 
the war and a number of new 
factories have been added. 


New industrial development 


Some measure of the pons 
made may be obtained from the 
fact that well over five million 
square feet of new factory space 
has been built in Merseyside 
since 1945 

12,000 


In addition to the 
ple already at work in these 
actories about 25,000 other 
rsons have been 
into the adapted war-time 
factories. Furthermore, factories 
which will provide well over 
another million square feet of 
space are now being built. 
Clearly this new industrial 
development is due to the attrac- 
tions which Merseyside can offer 
in the way of excellent port ser- 
vices, road and rail communica- 
tions with all parts of the 
country, and the specialist com- 
mercial and other services which 
are ready to hand. 
Market wise, too, there are 
the million and a quarter con- 
sumers in Merseyside itself, 
and a further seven million 
within 50 miles—in the great 
industrial conurbations of 
Lancashire, Yorkshire, the 
Potteries and the Midlands. 
The accompanying table com- 
pares the distribution of the main 
retail outlets in Great Britain 
with the same data for the north- 
western region as a whole, and 
separately for the two great con- 
urbations of south-east Lanca- 
shire and Merseyside. 

These figures are derived from 
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REPORTER 
| Sales Reach 
All-Time Record. 


Throughout 1953, the average weekly 
sales, certified by the Audit Bureau 
of Circulations, was 


| 04,144 


This showed an increase of 1,772 copies 
weekly over 1952. 


Series rate 15/- per s.c. inch. 


ST. HELENS AND DISTRICT 


REPORTER 


and 


PRESCOT AND HUYTON 


REPORTER 


The ONLY A.B.C. papers published for these towns 


73 Church Street 
St. Helens 
Tel. 3 lines—2285 


134 Fleet Street 
E.C.4 Cen. 7620 
(H. C. Blanchard) 
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“Occidentally” 


Speaking :—_ 


|' the oriental challenge 


to Lancashire's textile 
industry is to be countered 
(as it must) the superior 
quality and styling of Lan- 
cashire’s products must be 
“ put over’ by superlative 
marketing methods and 


advertising “ flair’ 


LEE & 

NIGHTINGALE 

(ADVERTISING) LTD. 
North House, 
North John St., 
LIVERPOOL, 2 


* This is L & N's centenary yeor. 
We would like @ mark it with a 
Lancashire Textile new client ! 
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Lancashire and the North West 


Average Weekly Earnings—April, 1953 


Metal 
tra 


Transport and communications. . 


Building and contracting (incl. painters and 
rators) .. on ae ces %- 


Textile workers and makers of textile goods .. | 


Agriculture, horticulture and forestry .. 
Workers in wood, cane and cork 


Mining and quarrying .. 


Chemical and allied trades 
Source’ Ministry of Labour 


the 1950 Census of Distribution 
and, therefore, differ slightly 
from those quoted in our 
October survey (ADVERTISER'S 
WEEKLY, October * | page 29) 
when we had to a! on the 
earlier official publication 
Britain's Shops. ° 

The more up-to-date figures, 
however, confirm that Lancashire 
and Cheshire together have an 
appreciably greater number of 
food outlets per head of popula- 
tion than is true for the re- 
mainder of Great Britain. 

In the south-east Lancashire 
conurbation there is an average 
of 40.7 grocers per 10,000 popu- 
lation compared with the 
national average of 26.4. 

The emphasis on food in this 
part of the country also extends 
to the catering establishments 
which are classified under the 
heading of “Service Trades.” 
Here the north-west has an aver- 
age of 15.4 for every 10,000 
inhabitants, while the figure for 
the whole of Great Britain is 
13.6. 

It is, , less surprising 
to find at "a © north-west also 
has a proportionately greater 
number of retail clothiers than 
other regions. 

A more detailed analysis of 
these outlets is contained in the 
Census report. Marketing men 
who wish to plan their cam- 
paigns for specific areas will find 
that figures are available separ- 
ately therein for towns in the 
following population ranges 
25,000-50,000, 50,000- 100,000, 
100,000-250,000 and 250,000 and 
over. 


Occupations and earnings 


In our October survey, too, we 
quoted the average weekly carn- 
ings of men engaged in the 
principal occupations. This in- 
ormation can also be brought 
slightly more up to date since 
details are now available for 
average weekly earnings in the 
last pay-week of 1953 (see 
above). 

Of course, even these figures 
tend to lag behind increases 
which take place in wage rates 
and we have only to think of the 
current claims of the engineers 
and electricians to realise that 


manufacture engineering and allied | 


7 ’ 12 6 1 (coal) 
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there may be another general 
round of such increases. 

For 1953 as a whole, it is in- 
structive to look at the Ministry 
of Labour figures which give the 
numbers of persons affected by 
wage increases in that year and 
the estimated amount which they 
added to the weekly wage bill (or 
to the amount available to 
spend on consumer goods if you 
are a manufacturer! ). 

The largest number of people 
affected were those in the distri- 
butive trades where 1,622,500 
workers shared a weekly increase 
of £368,100. 
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Increased wage rates 


In the cotton industry there | 
was an increase in August of five | 
md cent on current wages and | 

or work people engaged in tex- 
tile bleaching, dyeing, printing 
and finishing there were net in- 
creases during the year in the 
cost of living addition of 2s. 9d. 
per week for men and of 2s. for 
women. 

The coal miners had their 
national minimum weekly wages 
increased in February 1953 by 
6s. for adult underground and 
surface workers, and shift rates 
for adult day wage workers. 
There were increases also for 
craftsmen and winding engine- 
men. 

The use of local government 
boundaries as demarcation lines 
for sales areas has, we know, 
certain obvious drawbacks. It is 
valuable, however, to remember 
that in the north-west there are 
10 cities with a population of 
over 100,000, excluding Man- 
chester and Liverpool. On the 
basis of the 1951 Census the 
“big 10” are: — 

Blackburn 

Blackpool 

Bolton 

Oldham 

Preston 

St. Helens 

Salford 

Birkenhead 

Stockport 141,660 

Wallasey 101,331 

Moreover, each of these giant 
planets, as it were, have around 
them minor planets, and the 


111,217 
147,131 
167,162 
121,212 
119,243 
110,276 
178,036 
142,392 
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Lancashire and the North West 


The might of Manchester—a panorama of the Lid‘ as seen from the 


roof of Kemsley Newspapers Lt 


whole group comprises a series 
of formidable constellations in 
terms of concentrated markets. 
These upings are in large part 
determined by the particular 
occupations concerned. 

Thus Blackburn is linked with 
Burnley in the centre of the 
cotton weaving district, while the 
great spinning belt which 
stretches from east to west in a 
wide sweep embraces Preston, 
Chorley, Bolton, Bury, Oldham 
and Rochdale, in addition to 
Manchester. Manchester is, of 
course, equally important as an 
engineering centre and for the 
finishing of woven cloth. 


Highest paid workers 


Coal supplies one of the main 
bases for the prosperity of St. 
Helens and Leigh (remembering 
that coal miners are easily the 
highest paid industrial wae Dory 
and further south are the 
chemical towns of Widnes and 
Runcorn. 

Further south still, shipbuild- 
ing and repairing are the chief 
concern of Birkenhead. Stock- 
port, on the other hand, has a 
more widely varied list of occu- 
oe ranging from hatting 

ugh weaving and spinning to 
pe t and rubber works. 


Media facilities available 


Plainly, the presence of a 
group of highly concentrated 
markets within the area provides 
a wealth of opportunity for the 
marketing man planning to 
launch localised campaigns. In 
this he is well supported by an 
area press which, as Hulton 
Readership Surveys show, com- 
mands a high per capita reader- 
ship—a readership which, for 
every class of newspaper, com- 
pares favourably with the 
national figure. 

Manchester can claim two, and 
Liverpool one, established morn- 
ing newspapers, while in addition 


Newspapers photograph. 


to the two evenings 

by Manchester and apes 
respectively, daily evenin 

also published in Blac 
Preston, Oldham, Bolton, ~ 
and Blackburn. 


Wealth of weeklies 


The north-west, too, possesses 
a wealth of weeklies which cover 
most of the homes in the area, 
having in many cases series which 
have extensive circulations and 
extend over wide circulation 


areas. 

Each of the mass markets 
within this vital industrial area 
is, therefore, well served by the 
press. 

The same observation might 
also be made of the cinema. In 
the paper presented last January 
before the _— Statistical 
aay | by H. Browning and 

A. Sorrell” and _ entitled 
‘Cinemas and , cinema-going in 
Great Britain,” it was pointed 
out that “the number of seats in 
relation to the population... . 
is high in each of the three 
northern regions of England 
(northern, east and west Ridings 
and north-western). 

“In these regions and Scotland 
taken together there is one seat 
for every 9.4 persons, while in 
the remaining seven regions there 
is only one for every 13.6.” 
Furthe, more, “in the north where 
as we have seen, the popularity 
of cinema-going is high, the 
variety of programmes available 
each week is appreciably greater 
than in the south. Broadly, in 
these regions the striking contrast 
with the south is the relatively 
high proportion of cinemas 
showing three programmes a 
week.” 

In conclusion, it is apparent 
that local media hold strong 
positions in the north-west, 
strong enough to provide an 
effective and thorough cover for 
the launch of new campaigns. 
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SOUTHPORT VISITER 


Series of Newspapers 


COVER THE RESIDENTIAL AND AGRICUL- 

TURAL DISTRICT OF SOUTH WEST 

LANCASHIRE ON TUESDAY, THURSDAY, 
FRIDAY and SATURDAY 


“SOUTHPORT VISITER” 
Head Office: 28-32 Tulketh Street, Southport, Tel, 5127-8-9, 
Branch Offices: Ormskirk and Formby. 
“ SOUTHPORT JOURNAL" 
Head Office: 28-32 Tulketh Street, Southport. 
“ CROSBY HERALD” 
Head Office: % Church Rd., Waterloo. Tel. WAT 3333 & 2888. 


“BOOTLE HERALD" 
Branch Office: 263 Marsh Lane, Bootle. 


Tel, 5127-8-9. 


Tel, BOOte 3533, 
London Office : 
134 FLEET STREET, E.C.4. ‘Tel. : Central 7620 
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MANCHESTER POSTER SERVICES*Ltp:, 
27, 29, 31 Bootle Street, Deansgate, Manchester 2. 
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ADVERTISER'S WEEKLY 


OLDHAM 
EVENING 
CHRONICLE 


The only Daily Paper 
published locally 
(Monday to Friday) 


over 43,800 per issue 
and still increasing 


OLDHAM 


CHRONICLE 
(WEEKLY) 


affords a complete cover- 
age of this prosperous part 
of Lancashire 
* 
Head Office: 
UNION STREET, OLDHAM 


London Office : 
134, FLEET ST., €.C.4 
‘Phone: CEN. 7620 
Members of A.8.C. 


HARRIS 
Ltd. 


Incorporated 
Practitioners in 
Advertising 
” 
British and Overseas 


. 
OUTDOOR 
. 


FILM 
ADVERTISING 


26 CORPORATION St. 
MANCHESTER, 4 


33 MERRION St. 
LEEDS, 2 


LANCASHIRE 


THE IDEAL POSTER COUNTY 


td ADVERTISING 
ASSOCIATION 


Residential 
Development and 
Industrial 


Expansion 


cannot be ignored 
in any campaign 


BOT Hue 
taking place in the 
areas served by the 
CHORLEY 
GUARDIAN 
(every Friday) and 
the 

LEYLAND 
GUARDIAN 
(every Thursday) 
Group A.B.C. 17,016 

London representative: 


E. W. PLAYER LTD. 
30-32, Fleet St., London, E.C.4 
Telephone: CE Neral 2786-7-8 


Lancashire and the North West 


Wilton Evan, in an interview with George 
Bell, Publicity Officer to Ribble Motor 
Services Ltd., learns that 


Advertising on Lancashire 
vehicles is growing fast 


Lancashire’s largest f 


road 


; passenger transport 
organisation—Ribble Motor Services Ltd.—controls a two- 
way flow of advertising to and from its headquarters at 


Frenchwood, Preston. 


With a fleet strength of 1,150 
buses and coaches, which carry 
210 million passengers annually, 
Ribble displays commercial ad- 
vertising on vehicles operating 
from ~ in 24 towns, and by 
way of newspaper, brochure, 
poster and holiday guide adver- 
tising boosts its own extensive 
network of long-distance express 
coach services, extended holiday 
tours, excursions and private- 
hire operations. 

Nearly eight years have elapsed 
since Ribble accepted the first 
advertising order, and this was 
for side panel oars to be 
— on double-deck vehicles. 

ickly-populated areas 
wide industrial ion—with a 
total population of more than 
five million—are served by 
Ribble buses, and since 1946 
commercial advertising on these 
vehicles has developed to such 
an extent that at the present time 
there are only a limited number 
of sites available, chiefly interior 
spaces. 

Range of spaces 

There are more than 13,000 
advertising spaces on Ribble 
vehicles, not including window 
spaces on which advertisements 
are often displayed. These add 
a further 4,700 spaces. 

Exterior advertising facilities 
include double and single-deck 
sides, rear els (upper or 
lower), twin fronts, twin backs, 
whole fronts and targets (15 in. 
diameter), while interior advertis- 
ing includes roof panels and 
front bulkheads. 

Stationed at strategic points 
on the Ribble system, signwriters 
attached to Two Cities Signs are 
available to do Ribble work at 
very short notice. 

Three mobile bill fix 
and renew as required paper dis- 
plays and interior card advertise- 
ments. The three billposters 
each cover selected areas. To 
facilitate their work, which 
necessarily involves a fair amount 
of travel between depots, each 
man has for his own use a small 
van specially equipped to carry 
ample stocks of the varied paper 
posters and other material re- 
quired. 

Comprehensive records are 
kept of all the advertisements 
displayed and great care is taken 


in a 


to ensure that all displays are 
maintained in first-class condi- 
tion. 

Each week the commercial 
advertising inspector submits to 
head office particulars of all ad- 
vertisements examined, detailing 
those which require attention. 
From this data instructions are 
then issued to the billposters and 
signwriters to give the necessary 
attention to displays. 


Bus advertising appeal 


Advertising on buses which 
operate over a wide region has 
appealed more and more to a 
growing number of advertisers, 
and while Ribble is responsible 
for the painting, fixing and main- 
tenance of all displays carried 
on its vehicles, and arrange 
contracts direct with the adver- 
tisers, the advertising department 
of the B.E.T. Federation Ltd., 
Stratton House, Piccadilly, 
London, is Ribble’s principal 
agent. 

Ribble pursues an enterprising 
and progressive policy in so far 
as the advertising and publicisi 
of its own services are concerned. 

In addition to operating local 
services in Lancashire, Westmor- 
land and Cumberland, the com- 
pany controls a dense network 
of express services traversing the 
North West, and from the North 
West to Scotland, the North East 
coast, Birmingham, London and 
Bristol, with connecting express 
services and throu booki 


arrangements to parts 
Britain. 
Private hire contracts 


A special fleet of luxury 
coaches undertake a big pro- 
gramme of extended tours which 
take in all the scenic districts in 
Britain. 

“Easy Way” holidays to popu- 
lar resorts are promoted, while 
day and half-day excursions are 
run from most of the principal 
towns in Lancashire. 

Big private hire contracts are 
handled—the biggest involvin 
the conveyance of 6,000 poses 
from Liverpool to Blackpool on 
a works outing. P 

In addition to the book time- 
tables, sheet time-tables are pro- 
duced for display in 3,000 glazed 
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A Johnson, who is responsible for the Ribble de s 
f - publicity department’ 


ve art work, is here seen 


cases at selected points. Where 
these cases are displayed on 
country routes, the full time-table 
of services passing the site is 
shown and in addition a list of 
the times of all services from 
the nearest town. This enables 
the country-dweller to plan a 
journey to a wide variety of 
am not served directly from 
is own village. 

An associated company, W. C. 
Standerwick Ltd., which has a 
fleet of 107 coaches, is linked 
with Ribble in the operation of a 
system of express services which 
is claimed to be unique in Great 
Britain, and extensive publicity 
is given to the wide range 

kings made available. 


Own mailing list 


Extended holiday tours repre- 
sent a specialised branch of 
Ribble activities, and the summer 

ogramme each year is heralded 

a handsome brochure, usually 
illustrated in both full colour 
and half-tone. 

These brochures are circulated 
on a mailing list built up from 

company’s own records, while 
they are also available in widely 
scattered inquiry offices and 
booking agencies. 

Special editions of the brochure 
are published for circulation in 
the London and Bristol areas 
from where a large number of 
St ge travel to join Ribble’s 

ttish tours from Lancashire. 


some of his travel posters. 


Illustrated folders, some of 
which are in two-colour and 
others four-colour printing, are 
published by Ribble to intro- 
duce prospective ssengers to 
“Easy Way” holidays. This 
year’s programme involved the 
production of 42 different folders 
with a total circulation approach- 
ing half a million. 

Press or is employed 
fairly extensively for all aspects 
of Ribble activities. Display 

are used for tours adver- 
tisements, and the vast majority 
of Lancashire weeklies and even- 
i carry Ribble advertisements. 
‘o boost “Easy Way” holidays, 
a series of feature pages in the 
Lancashire Evening Post and 
Northern Daily Telegraph were 
arranged for the first quarter 
this year, and these pages have 
been well supported by resort 
advertisements from Aberdeen, 
Rhyl, Llandudno, Southsea, 
Hastings and elsewhere. 

The local press, in Lancashire, 
offers Ribble an effective means 
of advertising. 


Classified columns best 


The classified columns of 
evening and weekly papers are 
considered to be better than 
display for ~~ weekly 
announcements of local excur- 
sions. For example, regular 
excursions are operated § to 
Lancashire coast resorts and to 


@ Continued on page 508 


For UP-TO-DATE SITES 


In the IMPORTANT INDUSTRIAL Centre of BOLTON 


BOLTON & DISTRICT BILLPOSTING 
& ADVERTISING Company Limited 
TRINITY STREET, BOLTON 


ADVERTISER'S WEEKLY 


YQu 
MUSIN'T 
FORGET 
BLACKPO 


RECORD 
Holiday Guide point to another BUMPER 
SEASON with money circulating freely. 


Bi 
"O20 


’ 


—_ = mao 
WEST LANCASHIRE EVENING GAZETTE 
BLACKPOOL GAZETTE SERIES 


ASHTON -UNDER-LYNE 


REPORTER 


GROUP OF WEEKLIES 


13 papers completely covering the rich 
industrial and agricultural territory of 


South East Lancashire 
North Derbyshire 

North Cheshire 

West Riding of Yorkshire 


Tel. Ash 1831-2-3 
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ADVERTISER'S WEEKLY 


Warrington 
Guardian 
eries 


* 
Sixteen newspapers in towns 
where the families spend 
£71m yearly in their own 
local retail shops and 
service trade establishments 
(Board of Trade Census 


London 

Representative : of Distribution) 

P. Moon 

134 Fleet Street = An area of all-year- 


round spending 


Net Sale (0.4. Cert) 97,009 30/- Friar 


Essential for Complete Coverage of Merseyside 


BIRKENHEAD 
NEWS GROUF 


FLAT RATE 


14/- 


3. ¢. inch 


— Re 


A.B.C. Weekly Net Sale 


{London Office: 


Head Office: 
62/68 CHESTER STREET DAVID L. CLACKSON 


BIRKENHEAD 60 FLEET STREET 
Telephone: Telephone: 
Birkenhead 1570 


Lancashire and the North West 
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Machine tool firms, in parti- 
cular, have large order books, 
and efficient organisation has 
made possible speedier delivery 
dates than were promised a 
year ago. 

* 


Since October export orders 
which have been received by 
Leyland Motors Léd. are 


* * 


i 
i 
; 
: 


* 

Media are on their toes. 
Advertisers give striking testi- 
mony of the pulling power of 
newspapers in Lancashire and 
the North West. 


: In both Londen and Paris 
© WILTON EVAN finds 
FAITH IN THE FUTURE 


continued 


and abroad ran at a high and 
steadily increasing rate. 

Further evidence of the high 
level of industrial activity in 
the region is shown by 
heavy demands made on 
regional transport facilities in 
1953. The tonnage of cargo 
carried to the ports of Mersey 
and the North West increased by 
13 per cent over 1952 and ton- 
nage of cargo leaving these ports 
was eight r cent greater. 
Passenger traffic at Ringway Air- 
port, Manchester, increased by 
30 per cent in 1953 over the 
previous year. 


Saving and spending 


What is the consumer doing 
with the benefits he is drawing 
from this industrial peepee 
and stability? One striking point 
which deserves consideration by 
every advertiser with a stake in 
this large market emerges from 
a comparison of the level of 
savings with expenditure. 

In Manchester during the last 
quarter of 1953 10s. 3d. per head 
per week was being invested in 
National Savings. The average 
investment for the same period 
for the 16 largest provincial 


POINTERS TO PROSPERITY 


couturiers have shown greater 

interest in cotton this year. 

Among the latest ideas is 

cotton lingerie and 

“with a Victorian look. 
* x * 

The value of gas and coke 
burning appliances sold by the 
North Western Gas Board 
during January was £314,683; 
an increase of over 16 per cent 
compared with sales in January 
1953. A total of 2,751 gas 
fires and other heaters were 
sold, com with 1,479 in 
January 1953. 


nighties 


ecececcceoe! 


towns in nd and Wales was 
8s. 8d. per head per week. On 
the other hand Board of Trade 
figures show the equivalent 
weekly retail sales for February 
to December 1953 in the region 
were only three per cent higher 
for non-food merchandise and 
four a’ cent higher for food and 
perishables compared with the 
same period of 1952, the equiva- 
lent Great Britain increases being 
five per cent and seven per cent. 

Clearly, money shortage is not 
the operative factor with personal 
savings at such a high level and 
with bank clearings five per cent 
up on 1952 (the same comparison 
of 1953 with 1952 for 16 major 
provincial —— houses shows 
an increase of only 4.2 per cent). 

In particular there seems no 
reason why expenditure on non- 
food merchandise, particularly 
household equipment, should not 
be higher with the building of 
houses running at a high rate. 
Manchester, for example, built 
18,900 new houses in 1953 and 
was the third best county 
borough in the country in this 
respect. 

The advertiser would be ill- 
advised to neglect the North 
Western region where new indus- 
tries have created a demand for 
new skills and where the exercise 
of these skills has brought higher 
wage packets for the individual. 


@ ADVERTISING ON VEHICLES -continued 


football matches, and travellers 
know when and where to look 
in the classified columns of the 
local newspaper for details of 
these excursions. 

To pull in additional private- 
hire work, Ribble has circulated 
several thousand copies of a 
booklet specially written by the 

meral manager, H. Bottomley. 

utlining just how coaches may 
be hired by private parties, and 
explaining in simple language 
the complicated legal angles of 
this type of work, these booklets 
have ens dispatched to clubs, 
works, and other possible sources 
of nibble’ bl department 
* Ribble’s publicity 
is entirely self-contained and 


works direct with its various 
printers and other contractors. 

H. Johnson, who is responsible 
for the creative art work, 
specialises in silk screen work 
and designs a big range of 
double crown posters, most of 
which are printed on the depart- 
ment’s own silk screen presses. 

The silk screening plant turns 
out 6,000 posters a year for many 
hundreds of sites. While most 
of these posters are executed in 
three to eight colours, some have 
been produced in no fewer than 
14 colours. 

Such a high standard has been 
achieved that many associated 
bus companies now 
posters from Ribble. 
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Public Relations 


How to make the most of 
an agricultural show 


A book has been written by a P.R.O. and recently published 
with a view to emphasising the importance and wide ranging 
and horticultural shows. 


nature of agricultural 
LTHOUGH the agricul- 
tural and horticultural 
show is one of our oldest 
forms of fairs and exhibitions, 
not until the appearance of the 
National Farmers’ Union 
Show Guide and Directory 
five years ago was it possible 
to measure the real value of 
the shows from an advertising 
and publicity point of view. 
The Union’s north regional 
P.R.O., Ernest E. Milner, who 
started this new style market- 
survey of ame | shows and 
fairs, has compiled his sixth 
edition which was published 
recently. This publication, ex- 
tending this - r to 84 pages, is 
free to members while a supply 
is also available for the press, 
advertising agents and ancillary 
industries. 


List of shows 


Divided into five sections, the 
first one in this guide gives a 
complete list of forthcoming 
shows in the northern counties; 
section two covers all national 
and county events; section three 
deals with Breed Society shows 
and sales; section four lists main 
international exhibitions, while 
the fifth surveys the latest agri- 
cultural publications. 

In bo the northern and 
national sections the fullest pos- 
sible details are given about each 
show. This includes the number 
of people who attended . the 
event last year, the amount of 
prize money offered and the 
number of agricultural and trade 
exhibits obtained in 1953. 

The publication therefore 


serves the needs of the country- 
man who exhibits at shows and 
at the same time furnishes trade 
exhibitors and advertisers with 
vital information useful to them 
when considering their alloca- 


tions for this type of exhibition 
at the beginning of the year. 

In the directory to northern 
shows Mr. Milner gives details 
of 194 fixtures which last year 
attracted 1,250,000—an increase 
of 151,000 over 1952. More than 
£117,000 was won in prize 
money (a record) and trophies to 
the value of £50,000 were 
awarded in championship classes. 
Entries of exhibits were up by 
7,000, reaching a new record of 
193,000. The author points out 
that to-day the supporters of 
agricultural shows are fairly 
evenly divided between town and 
country. Trade exhibits vary 
from restige campaigns to 
point-of-sale stands, and research 
into sales at these shows indi- 
cates that while, in many 
respects, the agricultural show is 
a “day out,” the farmer and 
grower do more and more busi- 
ness in the trade section. 

In the county and national 
show section (which includes 
such events as the Royal Show, 
the Dairy Show and Smithfield) 
62 exhibitions are included and 
at these last year nearly two 
million people passed through 
the turnstiles. £164,000 was won 
in prize money and trophies 
accounted for a further £131,000. 


Planning the layout 


In his review of last year 
reference is made to a genera 
improvement in the planning and 
layout of the shows, many of 
which extend to as much as 20 
acres. But the point is made that 
since the shows attract an 
increasingly large number of 
urban people they must se 
more attention to detail in lay- 
out. “The show,” writes Mr. 
Milner, “is the shop window of 
agriculture and care should be 
taken in the dressing of this 
huge display window.” 


During last year 
no fewer than 
500,000 catalogues 
and 440,000 sched- 
ules were issued 
by the shows listed 
in the book 
written by E. E. 
Milner. A general 
view is given 
here of the 
machinery section 
of the Royal Show 
at Blackpool. 


Photograph by 


Farm Mechanization 


oving displays es 
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are being used by Smiths Motor Accessories Ltd., Messrs 
W. D. & H. O.Wills, J. Lyons & Co. Ltd., Hovis Ltd., 
Gillette Industries Lted., Cadbury Bros. Ltd., Ind 

& oY og Ltd., Jas. Robertson & Sons P.M. Led. 


and by many other world famous manufacturers. 
For a ee write or telephone to the Informa- 
tion Dept., 


THE MILES GRIFFIN CO. LTD. 


4 SEATON PLACE, HAMPSTEAD ROAD, 
LONDON, N.W.! 
EUSTON 3941 


Overseas Sales: 
24 GROSVENOR STREET, LONDON, W.! 


* U.K. Manufacturing Patent 700429. Patented in all leading countries. 
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HEN a cob of corn on the 

packet of breakfast cereal 
suddenly explodes, grows eyes, 
mouth and limbs, jumps off 
the packet, runs about the 


‘table, and finally jumps up in 


the air, all the time delivering 
a monologue on the merits of 
his product, the quite ordinary 
family having breakfast may 
be expected to sit up and take 
a more than ordinary interest 
—even though their interest 
does lead to rather quaint 
misunderstandings. 

So will a cinema audience, 
especially when they see the 
animated corn-cob hanging in 
mid-air between themselves and 
the screen. For “Cornelius 
Cornflake” is the first puppet to 
be filmed in 3-D, 

The film “Go to work on 


RICKS, director, Export 
Productions Ltd., here describes how it was made. 


Advertising films advance 
with 3-D ‘Cornelius’ 


Kellogg’s,” made for J. Walter 
ny ng by Theatre Publicity, 
uses the Stereo Techniques 3-D 
process, in which they have ex- 
clusive rights for advertising 
films. “Cornelius Cornflake” is 
a likeable little fellow, with a 
— body and green limbs, 
ge alert eyes, and lips which 
move in exceptionally effective 
nchronisation with his words. 
is colouring shows to advan- 
tage. The is produced in 
Eastman Colour, 
In the animation studios of 


“Cornelius” was made to per- 
form his antics. Originally he 
was to have been in cartoon, 
but producer J. H. Piperno 
decided that a puppet would 
have a better nality, especi- 
ally in 3-D. little character 
was, therefore, created in plaster, 


510 


“Cornelius Cornflake” was created in plaster with plastic limbs which 

may be bent as required. The puppet was positioned by means of 

a system of fine wires. Care was taken to get accurate lip movement 
and speech sound synchronisation. 


with plastic limbs which can be 
bent as required. 

The film was photographed 
with one of the two Stereo 
Techniques cameras, specially 
adapted for animation. It con- 
sists of a pair of Newman 
cameras, driven by a specially 
designed single-picture gear, 
mounted on a crane which pro- 
vides freedom of camera move- 
ment. Adaptation was the joint 
work of Charles Croxford, who 
was responsible for animation 


and lighting, and the Stereo 
Techniques’ engineers. 

The camera was ppitene 
before a table with a blue ging- 
ham cloth—a replica of that in 
the live-action sequences. On 
the table was a packet of corn- 
flakes, differing from the one 
found on the ordinary breakfast 
table in that it had a blank space 
where the corn-cob is nermally 
found. 


@ Continued on page 51! 
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The puppet was positioned by 
means of a system of fine wires. 
He was fixed in a certain posi- 
tion and one frame of film was 
exposed in each camera; then 
some small movement was made 
—an eye, a limb, or a lip move- 
ment—and another frame ex- 

In this manner he was 
to gesticulate, to jump 
and finally spring into 


made 
about, 
mid-air. 


Speech comes naturally 


In previous films we have seen 
two-dimensional puppets speak- 
ing, but there has rarely been 
good synchronisation between 
the lip movement and the speech. 
“Cornelius Cornflake,” however, 
has learned to speak naturally, 
and his mouth moves in almost 
the same manner as that of a 
human being, although with a 
sufficient degree of exaggeration 
to give a comical effect. How this 
effect was achieved cannot be 
divulged, but it can be mentioned 
that an ingenious electronic 
device played an important part. 
At the press show we saw the 
film first in 3-D, then in 2-D 
(a 3-D film can always be shown 
in 2-D). The difference was 
quite outstanding. 
In 2-D the puppet might 


natural appea' 

with his excellent manner of 
speech gave him quite a per- 
sonality. 


Featuring Arthur Askey 


“Go to work on Kellogg’s” is 
a worthy successor to the first 
3-D advertising film, also made 
by Theatre Publicity, for Cap- 
stan cigarettes. Another 3-D 
film recently completed by the 
same firm features Arthur Askey 
hanging Rufflette tape. When 
Arthur Askey heard of the pro- 
posal to film him in 3-D, he 


we 


“Cornelius Cornflake” was to 

have been a cartoon. As a 

puppet in 3-D he became a more 
forceful personality. 


“Blimey, I haven't 


Still more 3-D 


HE latest screen advert- 

iser to cater for 3-D ex- 
hibition is Thomas French 
& Co. (Rufflette Curtain 
Tapes). Their new two-4 
minute film “Ring up the‘ 
Curtain” features Lg 4 
Ask who si sales 
ingle. Made by Pub- 
¢licity and French's agents, 
} the Winter Thomas Co., the 
film can be shown flat or 
in 3-D. ‘ 
Kellogg film, was shot on 
the Stereo Techniques’ “Space- 
Master” camera, which was pre- 
viously used to film the first 
British 3-D feature film, “Million 
Dollar Diamond.” 


Lettering in 


IRST PUBLISHED in 1937, 

Lettering of To-day has 
become a classic and is now 
one of the most valued refer- 
ence works on the art of letter- 
ing. Modern Lettering and 
Calligraphy, edited by Rath- 
bone Holme and Kathleen M. 
Frost, and published two days 
ago by Studio Publications at 
25s., is its sequel. 

Included is a resentative 
collection of examples of fine 
lettering in advertising, calli- 
graphy, book production and 
architecture produced during the 
past Four leading 
authorities review the progress 
that has been made in these 
fields and the section “Lettering 
in Advertising” comes from 
Frederick A. Horn. 

“To sum up,” he says, “letter- 
ing used for an a 


advertising 


purpose must be considered sub- 
po tri and not objectively: the 

esthetic values of the letter-forms 
used are a secondary considera- 
tion, since only in an advertising 
context can _ qualities be 
assessed correctly. 

“The message must be com- 
municated to the reader with the 
maximum of emphasis and the 
minimum of fuss, conditional 
upon the medium used and the 
product advertised.” 

But, he goes on, it is possible, 
and desirable, to be bold without 
—~ foul; and because the job 

e¢ “commercial” letterer is 

“play his part in a team that 
ae A efficient advertising,” he 
must therefore consider, “not 
only the beauty of his flourishes, 
but the beauty of the sales curve 

necessity, learn to 
his big drum when the 
arises.” 
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ANOTHER GOOD JOB 
FOR AGOOD DESIGNER 


Because of rapidly expanding de- 
mand for our style of Point-of- 
Purchase Advertising, we need yet 
another top-line Designer. 


Must have the ability to produce 
clean, slick, quick visuals with a sound 
selling idea and to complete finished 
designs in an up-to-date style. 


Should also have an understanding 
of the techniques and materials em- 
ployed in the manufacture of modern 
displays. 


The average length of service in our 
Design Studio is in excess of nine 


years. 


Details of experience and salary 
required to the Managing Director. 


LEON GOODMAN 


DISPLAYS... 


119-125 WHITFIELD STREET, 
TOTTENHAM COURT RD., LONDON, W.1. 
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Ad Man’s Beokshelf 


THE 
SCOTSMAN 


READERS of THE 
SCOTSMAN form 
Scotland’s most receptive 
markets for quality 
An illustration from the completely rewritten “New Practical Display 


Instructor.” How to sell the goods is the approach adopted by this 
recently published book. 


Complete guide to 


products and services. 


SCOTLAND’S NATIONAL NEWSPAPER 
Member A.B.C. 


North Bridge 
EDINBURGH 


63, Fleet Street 
LONDON, E.C.4 


Anthony Brandt 
Ltd. 


have pleasure 
in 
announcing 
that they are now the 
SOLE AGENTS 
in Gt. Britain 
for 
ALEXIS DELMAR 
and 
PIERRE COUTU 


the famous French 
Fashion Artists 


ANTHONY BRANDT LTD. 
89 Fleet Street, B.C.4 
Tel: CEN 2742 


Annual of 
Advertising and 
Editorial Art 


For the 32nd consecutive year, the 
Art Directors’ Club of New York 
presents its superbly produced annual 
of the best in American advertising 
and editorial art. 368 inspiring ex- 
amples of successful work in every 
branch and medium of these two fields 
form a magnificent permanent record 
of outstanding achievement, and cer- 
tainly the book-of-the-year for all 
concerned with creative work in either 
the advertising or publishing profes- 
sions, 50/- net. 


Pitman 
Parker St., Kingsway, London, W.C.2 
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Photographic Enlargements 
in all sizes up to 80 aq. ft. in one piece 


The Autotype Co. Ltd., Brownlow Rd. 
London, W.13 EALing 269! 


quality screen printing 


“yf 


535 GREEN LANES-*LONDON NS 


phone MOUntview 4819 


display techniques 


The New Practical Display Instructor, 
by H. C. Murrills (Blandford Press), 
18s. 6d. 

THs is a major work and 

will take an important place 
among the growing literature 
on display techniques for a 
long time. It represents an 
essential contribution to the 
betterment of British display 
and will prove a _ valuable 
guide to the individual student 
and to schools and training 
centres everywhere. 


The earlier edition has in this 
volume been completely re- 
written and is lavishly illustrated 
with excellent examples of win- 
dow displays collected from all 
parts of the world. The essence 
of the author's approach to the 
subject is well a in the 
following extract from the cha 
ter headed “Four Steps to 


ie”: 

“A sale is the combined effort 
of merchandising. The right 
goods must be offered at the 
right price at the right time. In 
this chain of merchandising, ie., 
buying, press advertising, window 
and interior display and sales- 
manship, display forms a_ vital 
link. . . . The aim of display 
is to sell whether on a short or 
long term policy. . . . The main 
task of a display is to bring 
people into the shop or store 
where the ultimate responsibility 
for the sale rests with the sales 
staff.” 

The “selling” life of a display, 
it is pointed out, varies with 
type of trade and merchandise, 


but as a general guide a display 
will begin to lose its sales force 
after 10 to 12 days and there- 
fore frequent changes are neces- 


sary 

The author is a leading ex- 
ponent of modern display as a 
vital factor in selling and has the 
uncommon advantage of being 
able to impart this knowledge to 
others in a clear and factual 
manner. 


How to grade 
the clerks 


Grading of Clerical Work, published 
_ Office Management Association, 


HIS booklet aims at giving an 

office manager a practical 
means of assessing the calibre 
of clerk he needs to do the 
various tasks in his office. It 
shows him the value of doing so 
and provides a simple yardstick 
whereby he can do it. Not only 
that, it provides detailed specifica- 
tions for the majority of clerical 
jobs, covering all the more usual 
procedures such as cash control, 
payroll, certification of bought 
invoices and bought ledgers, 
sales invoices and sales ledgers, 
typing and shorthand. 


Indication of calibre 


Each of 15 such procedures is 
analysed under a large variety 
of possible tasks, and indicates 
the calibre of clerk required for 
each task by assigning to it one of 
the six job grades which the 
Office Management Association 
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have used since 1942 as the basis 
for their job grading. 

There is also a chapter on 
how an o manager may 
assign a merit rating to clerks 
according to the varying degree 
of skill and experience with 
which the clerks do the jobs in 
a grade. 

Another chapter explains in 
detail how an office manager 
| introduce a job grading 
and merit rating scheme into an 
office which has not previously 
had one and how salary scales 
can be devised which reflect the 
responsibilities and capabilities 
of the clerks. 


The art of 
folding payee 


Paper i. For Schools, 
So a Ft. y (Geo, Newnes ‘Led, 


OLLOWING the success of 

his books on coloured paper 
in handicraft work, Frederick T. 
Day has written this guide to 
the new hobby of paper eculp- 
ture which has found such stri 
ing commercial applications in 
the field of window and exhibi- 
tion displays. The guide is prac- 
tical and complete. 

Expression in three dimensions 
as well as mere design and 
decoration can be obtained in 
the paper-sculptured model and 
this course of instruction for be- 
ginners can be tackled with no 
great expense and will soon yield 
satisfactory results. The book 
is well illustrated. 


Showing off 

Window Display, by Natasha Kroll, 
published by The Studio Lid., 18s, 

HIS BOOK has been writ- 

ten for those who are 
interested in display, and the 
author has expressed the hope 
that the suggestions made will 
be of help. Undoubtedly they 
will be. 

As Sir Hugh Casson writes in 
the Foreword, “For too long, as 
a nation, we seem to have taken 
a perverse pride in compelling 
our goods to speak, however un- 
couthly, for themselves, and in 
regarding any thought for their 


appearance as somehow unmanly 
and therefore suspect.” Such an 
attitude is quite indefensible in 
to-day’s competitive world. 

The author of this useful work 
is display manager of a famous 
London store. Starting with 
basic principles and techniques 
she reveals the way in which she 
has achieved success herself. 
Every aspect of window selling 
and display is discussed. 

One of the “How to do it” 
series (Number 51), this is to be 
recommended alike to students 
and practitioners of display. 


Developing the 
alphabet 
COMPILED, designed, 

printed and published by 
Staples Press Ltd., the limited 
edition for private circulation 
of their year book for 1954 is 
a first-class piece of work and 


very fortunate are the 229 
owners. 


Ever greater changes 


The story of the development 
of the alphabet was the theme 
briefly portrayed in this firm’s 
1953 year book and as the intro- 
duction to this year’s production 
puts it, this has led naturally “to 
the story of types and formats 
which over the years are the 
subject of ever greater changes.” 

That is the theme for the 1954 
volume and an endeavour has 
been made to show the gradual 
transformation which has taken 
place over the last 75 years in 
the journal Truth. 


Interest to layman 


This story, displayed in the 
typographical development of a 
well known paper, will be of 
interest to the layman as well as 
to the student of type faces and 
format. 

The rest of the book is taken 
up with useful features which 
include specimens of the firm's 
recently produced book jackets, 
a glossary of technical terms and 
phrases used in the printing 
industry, and a diary which 
divides the year into half-hours 
from 9 to 8—but with no 
Sundays. 
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Advertise to well-to-do Jewish men and women . 


THE JEWISH OBSERVER 
AND MIDDLE EAST REVIEW 


The most discussed Jewish News Magazine. Weekly articles 
by Davin Ben-Gurion, Israel's first Prime Minister. 

ABC net average weekly sales June-Dec. 1953 15,029 

A uniquely highly remunerative medium. 

Book space NOW in the issues preceding the eight day Festival 
of Passover : March 26th, April 2nd and 9th. 
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ling colour process for professional and amateur 
photographs, yielding utiful transparencies in 
natural colours. Ferraniacolor can be easily proces- 
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are being processed b id a — laboratory. 


1. rie 010 phan 3: 


RESULTS 
SAME 


* pe ; : s : ae i 
y: — P — | 
FE 513 ee 
ee ‘ 
oie PS ET & w \ 
. 
t : ee a 
Fit a a ay ae - 
a BPEL ag aed | oe ] 
i rs re 
ete Mies af r 
| xe Ty : 
GA e | 
BB 2 ty CUSHERDALL ; 
A a, Be: a @ pati ymgyey F 
. 0 64 al BALLYMENA ; 
LONDONDERR BZ Bo , TM LARNE 
stranane 4) 2 /@macucn, SON rreneso a 
F . NOOR a 
| g 
f: q 
Se \) -p . ra _ 
mae’ P ; 
ST 
i 
—_ . i 
: Unequaliled in Kent ok 
pO 9 Newspapers sf 
= . | Order ‘ 
3 Stereos i” 
I c | Account a 
Fi 
a : a q 
ee Rr eae eprror JON KIMCHE . ; S F F 
ee 7 be camennns @ 1 44. play B/t14.F : 
— ?.7.) or F20 rot lene . plus : _ . 
M—_ G44 = F 
“a 
= : Ss e es =. J a a eS : z 4 = gs an. i oe 3 : q 2 ise - Tit ; 


ADVERTISER'S WEEKLY 


H. olland’s largest daily 
reaches families who 
can afford to buy 


Since the war, social devel ts have 
lifted many burdens from the shoulders of 
the people. Incomes have been evened out 
by taxation and rising wages and the 
average standard of living has increased. 


The 270,000 Dutch families who read Het 
Vrije Volk daily are people with ready 
money to spend. 


Het Vrije Volk 


Consult our London representatives 
A. PRESS Ltd., 14 Dover Street, W.1 
MAY fair 8615 


Mechanical World 


AND ENCINEERENC RECORD 


Undoubtedly one of the best media 
for reaching the nares of technical 
products ; this widely-read engineering 
journal, now published monthly, Is an 
essential for every technical advertiser. 


Send for free specimen copy 
and rate card... 


EMMOTT & CO. LTD. 50 TEMPLE CHAMBERS, TEMPLE AVENUE E.C.4 
MANCHESTER OFFICE: 31 KING STREET WEST, MANCHESTER 3 
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The significance of the 
Utrecht Industrial Fair 


"[ HERE HAS always been 
only one _ international 
industrial fair in the Nether- 
lands—the International Royal 
Netherlands Industries Fair at 
Utrecht. This is held every 
year in the spring and autumn. 
All other fairs have more or 
less the character of-local trade 
fairs or branch fairs—the 
latter mostly with an inter- 
national tendency. 


An industrial fair has the main 
purpose of illustrating produc- 
tion in general, whereas local 
trade fairs and branch fairs are 
more focused on the direct 
market and outlet possibilities. 


The Utrecht Industrial Fair, 
which will open its gates for the 
62nd time this spring, is one of 
the oldest international industrial 
fairs in Burcpe. 


Multitude of goods 


As in the case of the Leipzig 
Fair it has arisen from the need 
to create a concentration of de- 
mand for a multitude of goods, 
ry of a general nature, 

ut as a rule comprising indus- 
trial products. 

The Utrecht Fair has a double 
function : 


® To act as a technical market 
—although the actual sale 
will mostly take place long 
after the fair closes. 


® To act as an exhibition and 
thus a propaganda medium. 
The exhibition aspect has 
drawn thousands of visitors to 
the Utrecht Fair since the war, 
90 per cent of whom belong to 
the group of ultimate consumers. 
Before the war the number of 
visitors amounted to 100-150 
thousand; after the war this 
number rose by double and 
more. 


Buying agents from more than 
70 countries now visit the spring 


i — 4 
wee Se 


By R. H. Schaafsma 


and autumn events and foreign 
exhibitors have amounted to 
over 60 per cent of the total. 


The value of the fair as an 
advertising medium is great and 
widely recognised so that the 
inconvenience of large crowds 
at an essential technical market 
has been accepted by most parties 
concerned. 

Certain groups in industrial 
circles who were _ strongly 
opposed to the presence of the 
masses of general public who 
come only to see (and disturb) 
the sphere of technical market- 
ing, sought a_ solution by 
creating new branch fairs. Some 
examples of these are: 

Verpakkingsbeurs 1953 (Pack- 

aging Fair), Amsterdam. 


THE 
NETHERLANDS 


Textile Wholesalers . Federa- 
tion’s Fair, Amsterdam. 


S.L.E.M. International Shoe 
and Leather Exhibition 
1953, Waalwijk. 

Leather Goods Fair, Amster- 
dam 


The Utrecht Fair regretted this 
course of things and the resulting 
decentralisation which they 
could not stop. However, to 
keep their finger in the pie, the 
Utrecht Fair organised the first 
technical branch fair of food- 
stuffs and luxury food industries 
and of chemical and pharma- 
ceutical industries outside the 
town of Utrecht, known as 


@ Continued on page 515 


A view of the 
medical section of 
the Utrecht Indus- 
trial Fair — the 
62nd of which is 
to take place from 
March 30 to April 
8. Buying agents 
from more than 
70 countries now 
visit the spring 
and autumn events 
and foreign ex- 
hibitors have 
amounted to 60 
per cent of the 
total. 
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TV advertising in 
Italy foreseen 


A TELEVISION experimental 
period of nearly two years 
in Italy has been completed and a 
national network covering nearly 
half the country is now operat- 
ing with regular programmes 
according to CPV Italiana. 

Studios are in Milan, Turin 
and Rome and the Milan studio 
is claimed to be among the 
largest and most up-to-date in 
the world. Four relay trans- 
mitters are already working and 
a further two will shortly extend 
the coverage. 

Estimates of the number of 
receivers at present in use vary 
from 15,000 to 40,000. Most 
of these are large American 
models owned by the wealthy 
or belonging to cafés or clubs. 


Size of audience 


The very high cost = these 
receivers s limited size 
of the audience, but the 5 
Government are anxious to over- 
come this factor and are 
encouraging manufacturers to 
market sets at prices that the 
middle-class can afford. Sets 
with 14-inch screens are currently 
available for about £95. Most 
of these are made in Italy under 
British or American licence and 
it is understood that prices will 
drop as production gets well 
under way. 

Witb the availability of lower- 
riced sets, it is estimated that 

the end of this year there 
will be about 50,000 receivers in 
use. A target of 500,000 receivers 
is set for about six years’ time. 
Because a fair proportion of 
these sets will probably be 


located in cafés the total audience 
may be large and several pase 
are already claiming that I 
will, within a few months, have 
the third largest television audi- 
ence in the world (after the U.S. 
and Great Britain). 


Nature of programmes 


Plans for programmes include 
the transmission of operas, 
Italian films more than five years 
old, newsreels, variety, Feber ~ and 
children’s feature. 
department of CPV Italiana esti- 
mates that, although the 1954 
transmissions will carry no adver- 
20% it is quite unety that 1955 


f Yugoslav Gonian 


URTHER evidence that British 
hee te can still come out 

in an_ international 

rougha h-and-tumble in the export 
et comes from Yugoslavia, 

ahere a contract has 

aced with Leyland Motors, { 
td., for diesel trucks, despite 
acute competition particularly 
from German and Italian manu- 

facturers. 
One im tt factor that 
swayed the contract in favour of 
British vehicles was the excellent 
rformance under difficult con- 
ditions that recently shipped 
Leyland trucks are already giving. } 
ed 


will see permitted television 
advertising, providing audience 
targets are reached. Initially, 
this gy consist of filmlet 


“sponsoring” of 
- .. o produced programmes. 


© THE UTRECHT INTERNATIONAL FAIR continued 


Vochema. This was held in 
1952 at Rotterdam. 
An inquiry among the partici- 
ts showed that 86 per cent 
booked orders and that more 
than 92 per cent were content 
with the contacts made. Not 
less than 75 per cent were visited 
by foreign businessmen. The 
number of visitors totalled 
8,100. This year the Vochema 
Poo will be part of the Utrecht 
air. 


Specialised fairs 


The Utrecht Fair have also 
organised a branch of the fair 
outside Utrecht, and have started 
a number of specialised fairs: 

Leathergoods and trunks, 

Furniture and furnishing 

fabrics, 

Shoe and leather, 

Leather industries, 

Agriculture, dairy, fisheries, 

etc. 

The Netherlands are more and 
more inclining to the Anglo- 


American method of holding 
specialised fairs, where only 
prospective buyers are allowed 
as visitors. 


ricultural 
Utrecht 


A view of the 
machinery section of t 
Industrial Fair. 


For widespread coverage 
of the Dutch market and 


predominating readership 
in the Amsterdam area 


HET PARGOL 


Holland’s leading independent national daily 


Subscribers: 
AMSTERDAM - 
REST OF HOLLAND 


90,000 
50,000 


140,000 


=. EQUIPMENT 


It is amazing what a difference it makes to have the Air Brush af your 
elbow . . . Studios where Aerograph Air Brushes are laid on individually 
for each artist report a striking improvement in speed of work, and — 
still more —in quality. Aerograph Air Brush equipment, in full use, pays 
its initial cost over and over again. Write for booklet (5H), giving details 


AEROGRAPH i. crrrioe caiman 


Air Compressing equipment. 
AIR BRUSHES 


% For precise adjustmem of oir pressure 
THE INSTRUMENTS FOR FINER EFFECTS at each studio bench. 


The Aerograph Co. Ltd., Lower Sydenham, London, S.E.26 
Telephone: Sydenham 6060 (8 lines) 
Showrooms :— London, Birmingham, Bristol, Gilesgow, Manchester 


“Tr 
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FOUNDER’S SON 
LEADS MSMA 


Winn THE unanimous election 


Charles F,. Harris, the Master 
Sen Makers’ Association now has 
as its national president the son of 
the man who founded it (and who 
also founded the firm of Harris the 
Sign King). Mr. Harris has at 
least four leading interests: his 
firm, for which he has for years 
acted as outside representative, as 
well as being responsible for pro- 
duction; the Association, which he 
has served ably in many capacities; 


gardening, rticularly the growing 
chrysanthemums; and sport. 
As a young man he was 


interested in many sports, including 

pening ond cross-country running. 
Now is & prominent member of 
the Hendon fe Supporters’ Club, 
has been a keen angler, was for 
some years a member of the 


Ministry of ay oe seal shooting 
squad, and has taken part in many 
car trials and motor cycle races. 


* * * 


LIKE ALL the previous presidents 
during the t seven years, Mr. 
Harrie will able to lean against 
a tower of strength in the person 

he secretary 


was presented 
Sever Award 
as a fitting 
tribute to his 
services to the 
industry. For- 
tunately Mr 
Hall appear: 
to thrive or 
a seven-day 
working 
week — be 
cause that’s] 
what he fre 
gay gets! 
ince the first 
post-war year 
when many 
members 


in the Forces or just coming out, 
membership of the Association has 
more than trebled, and Mr. Hall 
also found himself with the job of 
editing Signs and Outdoor Adver- 
tising, which forms an important 
link between the industry and the 
planning officials. 


He is a two-war man. During 


“Idea to distribution” 
play units made in unbreak- 
able rubber, hardboard, 
plaster compos and 
wire. These models 
and units are of 
unique design and 
competitive price. 


THE WINSTON 
CLARK STUDIOS 
create the original 
idea, make the proto- 
types, manufacture 
and distribute. 


Iilustration shows 
life size head and 
hands produced in 


rubber for 
FRENCH OF LONDON 


IDEA TO DISTRIBUTION SERVICE 


Over 24 national advertisers are now 
using THE WINSTON CLARK STUDIOS 
service for 
their advertising models and dis- 


THE WINSTON CLARK STUDIOS LTD. 
4 Old Burlington St., London, W.!. Tel.: REGent 1191. GROsvenor 7916 


WORKS: WIMBLEDON, S.W. 


the first world war he was a 
prisoner for 14 years. In_ the 
second he held a commission in a 
Scottish unit in the Canadian Army 
although he is a Cockney with no 
Scottish blood in his veins and has 
never been to Canada! 


Winged words 


Ir 1 REMEMBER aright, one of 
P. G. Wodehouse’s characters said 
something like this: “I’m not a bit 
disgruntled—in fact I’m gruntled!” 
I was reminded of this “last week 
when I attended a party in Bel- 
gravia, given by Voice and Vision, 
to launch Couth, a new Oxford 
magazine. Apparently a special 
vocabulary is now in vogue in 
Oxford. Examples are “gusting,” 
as opposed to disgusting; ‘“‘pellent,” 
opposite of repellent; and “couth” 
as—well, you get the idea? 

This 3s. quarterly had an initial 
print order of 2,000. The four 
pages of advertisements in the first 
issue were placed mainly by Col- 
man, Prentis & Varley, and there 
are hopes of at least 12 pages of 
advertisements in the summer 
number. 

I found Miss Nemone Lethbridge, 
the literary editor, Richard Cox, 
the business editor, and the under- 
Pie contributors charming and, 
if I ma s! so, horrent, ._ pubrious, 
but just. a little phisticate 


Newcomer to David 
Allen’s board 


"THE fact that J. 8. who 
has joined the board of David 
Allen & Sons 
Ltd, is a 
great - grand- 


Allen and a 
second cousin 
of the present 
Allen genera- 
tion, did not 
save him 
from havi 
to go thro 
a very thor- 
ough training 
his job. 


He started 
with clerical 
work in the 
Belfast office 
and he has worked at Sunderland, 
North and South Shields, Edin- 
burgh, Dundee, Aberdeen, Green- 
ock, Newcastle and Edinburgh 
again, until he joined his unit at 
the outbreak of war (during which 
he was Mentioned in Despatches). 

Mr. Brown has also a useful 
record of municipal experience. 
After unsuccessfully contesting 
Kirkdale Ward, Liverpool, as a 
Conservative candidate in May, 
1949, he was elected to the Liver- 
ee City Council for Childwall 

ard in September of that year, 
and has sat on a number of 
committees. 

His clubs and associations include 
the Liverpool and district Publicity 
Association (founder member), the 
Liverpool Anglo-UJster Association 
chairman), and the Lyceum Club, 
meee His hobby? Trout 

Brown is married and 


has es children. 
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Cotting local colour—mostly black! 
ewtown Colliery are, |. to r.: 
Andrew Mooney 


(safety officer), 
Brian Stevens, Paul, “Short, and 
Miss Sidney Walker. 


Down the mine 


ONE oF the first “spot” commer- 
cial TV series, to be entitled * ‘Hailo 
There,” will have a “meet the 
people” approach to interesting 
personalities arid individuals in many 
walks of life. At present collabor- 
ating on the scripts are Paul 
general manager of The Howard 
eae public and press rela- 
tions, and Brian Stevens, executive 
of Howards Press Advertising, Ltd. 

Recently they visited Newtown 
Collie Pendlebury, gaining 
valuable experience in recording 
procedure. Miss Sidney Walker, 
commére of Carroll Levis’s “Stars 
of To-morrow” show, also spent 
some time at the working ace, 
testing the possibility local 
interviews. This was a real of 
getting down on the job! 


"THERE SEEMED to 
humorous difference of opinion 
about the inscribed crystal bell 
which Jonkheer van Andringa de 
Kempenaer brought to the quarterly 
luncheon of the Advertising Asso- 
ciation as a gift from the Nether- 
lands Publicity and Advertising 
Association. 

Norman Moore, president of the 
Advertising Association, wondered 
whether it might not be a sign of 

way in which people could 

see through the claims of advertis- 
4 Lord Layton, on the other 
hand, assumed it was a symbol of 
the enced ~—F of the 
people enga in advertising! 

But what all of us were agreed 
on was that it was a very charming 


gift. 
Contact 


be a 


WEEK'S WISECRACK 


~ 


“I want a solus position on 
the notice that ‘Normal 
service will be resumed 
as soon as possible’.” 
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B, far the greatest number of 


cinemas are independently owned 


You obviously should not leave : j 
them off any film schedule. : 
Youngers have the rights in : ’ 
one-third of all independents 

so clearly Youngers must be on all : ' 


well planned film schedules 


YOUNGER ince: 


Full details from: DIRECTOR OF NATIONAL SALES 
YOUNGER PUBLICITY SERVICE LIMITED * 28 ALBEMARLE STREET * LONOON WI * HYDE PARK 6593 
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New agent for 
Ben Truman 


Advertising for Ben Truman 
Pale Ale is to be handled by 
Sharp and Partners 
from the end of this et 
A as ——— on 
Greater ndo begn 
planned using 16- a 48-sheet 
rs. 


The poster features the work of 
J, Millar Watt, who originated the 
“Pop” strip cartoon character in 
the Daily 7m | in the "30s. It 
shows an old ‘‘sea dog,” reminis- 

ng along with 
slogan is 
“More hops in Ben Truman.” 

Charles Barker and Sons Lid. 
will continue to handle the adver- 
tising for Truman's other beers. 

Other accounts recently acquired 
by Robert Sharp and Partners 
include Maxwell Croft, furriers 
Safca Aerosol Ltd., Rima Ltd. and 
Atrima Ltd., Perimutt, wholesale 
costumiers, and Rocha gowns. 


Irish Government 
publicity for Sun 


Lyons to give away Austin car in 
Radio Luxembourg contest 


J. Lyons & Co., Ltd, will 
offer an Austin A40 car to- 
gether with radio and television 
sets in a competition on Radio 
Luxembourg shortly. The = 

mme will feature en 

ackintosh and his Orchestra 
and the competition will be 
based on tunes played by pianist 
Dolores Ventura. 

Radio Luxembourg state that 
Lyons have taken this step 
largely as a result of the success 
of their recent spot announce- 
ments in the Gift Box series. 

Other advertisers who will be 
sponsoring new programmes 
soon include Gumption Products 
Ltd, Standard Brands Ltd, 
makers gy Ke mg yy 
manges, hos who are 
to sponsor the Godtre Bowe 

rogramme, and the Po 

ouring Association. 


CREAM CHEESE 


FS sh and the Daily Expres a 
“page in xpress tor 
row Adver- Saturday, March 20. , 
a free offer of a Is. 


If you want to be THERE! 


Tickets are going very 
fast, and will be alloca- TICKETS 
ARE 


in strict rotation. 
45/- 
EACH 


Aspro salesmen push 
Dip and Dispel 
The first campaign to be handled 
by Masius and Fergusson Ltd. for 
p plastic starch and Dispel broke 
this week in London evening news- 


bye column space end an if inch 


= previous! 
two products 


i, saapenced, these 
ve been uired 
by Advance Industries .~ 2 
subsidiary of Nicholas Products 
Laboratories Ltd., which is one of 
the Aspro group "of companies. 

The first sales drive, which is 
confined to the Greater London 
area, is being handled by the Aspro 
sales force. 


Holidaymakers told— 
‘Go by train’ 
British aay F launched a new 


| on oideymal Sunday to en- 
ymakers to travel by 


a this year. The slogan is “Go 
farther —w Ls year—enjoy a 


papers, 

terest weekly magazines. But the 
main weight of the scheme is con- 
og ot in the peprnees and —_ 


vertiting 1b being ay he 
First ads ie 
four years 


L 
ate jody 
chocolate assortment, the first since 
the product was launched four 


will crlacite with 
arring Elizabeth 

psody’ starring liza 
; Filmlets featuring Elizabeth 
Taylor will be shown throughout 
the country. — displays will 
be made in windows and 
cinema foyers. lans for press 
og are not yet complete. 
Lid. are the aanate. 


“ni bra’ to be 
launched in UK 


Claimed to be the world’s largest 
selling brassitre Exquisite Form is 
to be launched in this country soon. 

Exquisite Form is backed by ex- 
tensive advertisi in ee, 
United States an 


A@usraons S1008ttY 


tt Ml ed 


Abstract in the air 


A series of abstract paintings by 
Roy Nockolds is being featured 
in a campaign which breaks to- 
morrow (Friday) in the aviation 
press for Armstrong Siddeley 


aero engines. 
They will be reproduced in both 
full colour black and white 
and the first advertisement (pic- 
tured above) depicting “Climb” 
: = a BBB, 
mpression of a Sapphire-powere 
fe Ree” climbing vertically from 


“This new work from the brush of 
an artist, wi conventional 
paintings of toy and motor- 
cars at speed have already won 
great distinction, shows how the 
modern artist portrays “ 

phenomena of the new jet 
nate the agents, 


Avro’s history of 


aviation 


A new ne in aircraft pro- 
motion is = a = by Dolan 
Davis Whitcombe and Stewart Ltd. 
in a new a for the Avro 
a the world’s first delta 


traces the deve 
. Roe from the ear 
days of aviation through the Roe 
Triplane in 1911, the Anson and 
the pgeeastes, down to 1954 and 
the delta V 


Maclean’s step-up 
publicity 

Advertising for Maclean's tooth- 
paste is being stepped up this 
ee. Extra large spaces are 

taken in national daily and 

Sindy newspapers, national weck- 

lies and women’s magazines. Full 
coleur filmlets are being shown in 
400 — throu t the coun- 
try a posters are capenteg on 
London buses. 

Double-page — are being 
taken in the 
them to su 
window aaa 
showcards and other dealer 
material. §S. H. Benson Ltd. 
the agents. 


cael scheme breaks in West 


“<i eee 
a 
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ADVERTISER'S WEEKLY 


a é. 
i Ty Bi 


} haat gust rctiaad F ... or at least he ought to be, 
‘ a = ©. Bama for since Jack Cox became Editor 


Gs 


= hy of B.O.P. in 1946, he has read 
P well over 190,000 readers’ 
letters. Of course, he enjoys every 
minute of it because all these 
letters prove one thing—that 
B.O.P. still faithfully reflects the 
modern boys’ many and varied 
interests. Cycling, camping, 
sport, modelling; these and many 
more are covered in every issue 
of B.O.P.—the magazine for the 
men of tomorrow, whose buying 
habits are being formed today. 


Advertisement Manager: George H. Phipps 
LUTTERWORTH PERIODICALS LIMITED 
4 Bouverie Street, London, ECA. Phone: CENtral 1732-3 


Immediate Results and Future Goodwill 
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AN ESSENTIAL ANNUAL 
EXPENDITURE BY THE LARGEST 
PURCHASING GROUP IN 
GREAT BRITAIN 


£1,500,000,000 


IS SPENT BY THE 
TECHNICAL READERS OF 


The Municipal Journal 
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Finest way in which silk screen 
printers could show their work to 
the public was to take a stand at 
various trade exhibitions, stated 
Charles Priestley, of Priesticy 
Studios (Gloucester) Ltd., at an 
o forum organised _ the 
Northern Branch of the splay 
Producers and Screen ‘on 
Association in Manchester. 
SE ake ons af s au ae 
experts. 

* of 


* 

The Dorset House Players—whose 
members are drawn from the 33 
journals of Associated Iliffe Press— 
are — the comedy “Many 
Happy Returns” b Roland Pertwee 

and Noe < ? id, at the Rudolf 
Steiner ark R Baker 
Street, NW on March ves 19. 


A party sa ae vel cones 
will tour —_ Wales Pa 
month as — Welsh 
Tourist and Silane Board. 


First ad filmlet 


First commercial film venture by 
Leslie Collier and Partners is a 
16 mm. silent film for the Ander- 
son Construction Company. It 
will be used to show the adapta- 
aS of the partition units sold 

te 
* * 

“Zip-tronted trousers i 
Cightning Fasicners® stand at ths 

2 


ear's ‘ 
oe tine Lightnt 
trouser fastener was added to the 


range, and the stand will feature 
this and other fasteners in a com- 
prehensive display. 
oe ca ae 
Fox Photos held their annual 
dinner and dance at the Royal 
Hotel, Woburn Place, on Maal 
oe * 
Many television stars hi making 
ai of at the second annual 


the British Televiewers 
now bei at Self- 
ridges Ex "Exhibition The rally 
a y. 
* 
Studio * swan j associated with 
= Swain & Son Ltd. of Glas- 
have again been ie the 
teomanie contract for the 
tish Industries Exhibition, to 


be held in Glasgow at the Kelvin 
Hall from September 2 to 18. 


Tres bien 


The “French Week” held at 
Harrogate last year received 4,246 
column inches of editorial space in 
newspapers all over the world, 
w. Baxter, the town’s 
officer, has stated. 

* * * 


William Sterling, for many years 
head of The Monotype Cospors - 
tion’s Caster School, has retired 
on the completion 48 years’ 
service 


* ok * 

Irish bankers were urged to 
abandon their conservative attitude 
to public relations by Tom Hickey, 
editor of The Statist, when he 
addressed the Institute of Bankers 
recently » a, 


noe Ceantond 
beat “Poster Services 


4 teens 


Publications News and Notes 


‘FAMILY DOCTOR’ 
DOLL TIE-UP 


Family Doctor is introd 
Family Doctor Nurse Nan dol 
co-operation with the a. Yt 
of Pedigree dolls. It was shown to 
the public for the first time at the 
magazine's stand at the Daily Mail 
Ideal Home Exhibition. 

A 19in. Pedigree doll, dressed in 
nurse’s uniform, Nurse Nan is 
being sold in a decorated box con- 
taining a specially printed booklet 
on elementary first-aid, and a minia- 
ture first-aid =, supplied by the 
manufacturers mas water- 
proof dresings 

The box Sy = the first-aid 
booklet and the first-aid kit are all 
directly linked with Family Doctor, 
and the magazine will carry a car- 
toon series each month showing the 
Nurse Nan doll doing elementary 
first-aid. The doll will sell at 
47s. 6d. 


* * * 
Monthly calendars illustrated with 
raphs of outdoor life are 
ing sent to a Des adver- 


tisers by 
as “an example of the 
high standard of illustration and 
reproduction” associated with 
magazine. 
*” ak * 

The current 36-page issue of In 
London Now, which has been rfe- 
vived by Watman Publications Ltd., 
carries nearly 10 pages of advertise- 
ments including a [full-colour back 
cover for Customs capes Leather. 

Xk 


Theme of a London ond home 
counties edpanidan o—- 
beginning , month for 
Greyhound Ex is the record 
number of winnin ion aumieeed selec- 
tions given in t paper's three 
daily editions last year. Spaces 
have been booked in the three 
London evenings and in southern 
provincial newspapers. 


Weekly ‘Freight News’ 


to appear in June 


Freight News is the title of a new 
weekly business periodical to be 
launched by the Blandford Press 
Ltd. in June. Newspaper style 
format will be used. It will circu- 
late in the main to shipping and 
forwarding agents, transport com- 
panies, and freight departments in 
~ =k and air companies, Baltic 

members, and exporters. 
Circulation to commence with will 
be guaranteed at 5,000. Additional 
appointments are being made to the 
advertisement and editorial staff, 
which will be controlled by 
E. Templeman and H. Pearce Sales 


> ge 4 St. Clements Press 
are to be & poten. 
* 


Sale of “Telegragh 
smi 1,0 


during March” 
copies ay. é » 
In the Young Photographers’ 
Competition run un by lliffe’s Amateur 
were + 733 


entries, of nich 1.765 came from 
the under 15s. 
* 


The Times Weekly of 
March 18 will include a 16-page 
pune survey gs or} textiles, 

World ial sites of the 
Roberta Cowell st have been 
obtained by Picture and the 
first of six instalments appears this 


On April 6 will appear “et first 
i Dealers’ 


issue of — an adver- 
tising medium for the sale and pur- 
chase industrial equipment of 


all kinds. To be published by 
Metro Provincial (Newspapers) 
Ltd., London, with a first print 
order of 10,000, it will be an eight- 
page, six-column newspaper, printed 
on electric yellow newsprint. Page 
advertisement rate, single insertion, 
£80; circulation by subscription 
only (£1 1s. per annum), about one- 
third going overseas. 
* & * 

_ Eastern World, the monthly 

1 on South-Bast Asia, the 
ar East and the Pacific, has now 
> its eighth year of publica- 


aa + + 
Spring number of The puts 

be ¥ shed on March 25, be 
enlarged to 60 pages. Price. will 
remain at Is. 6d. 

# ok + 

Both Shoe and Leather News and 

Shoe and Leather Record last week 
carried 9%6-page supplements to 
mark the 75th anniversary of the 
Northampton Town Boot Manu- 
facturers’ Association. 

ok * + 


The Grangemouth Advertiser is 
now represented in London by will 
Kitchen Jr. Ltd. 

*” * * 

April issue of Motor will 
contain a special survey a on 
new British racing engines. 

A * * 

The March 19 issue of Angling 
Times will have a four-page supple- 
ment devoted to fishing prospects 
in Ireland for English anglers. 
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Editor of “Knitwear & Stockings” 

J. S. Moyes with the Lo st 

Legs competition winner, Miss Ann 
Hessey. 


Trade journal 
leads campaign 


Part of a campaign to make the 
summer wearing of stockings more 
popular was a com tition in Not- 
tingham for the “Loveliest -* 
Heading the campaign is 
hosiery trade rnal Kaitwear “ 
s Judging, by radio star 
Tony Hancock, comedian George 
Bolton, and John 8. Moyes, editor 
of Knitwear & Stockings, took 
place at a dance in Nottingham in 
aid of one of the textile trade's 
largest charities, the General 
Porters’ Benevolent Association. 

* * * 
mi its March issue, Ballet 
o-day a in a new size, 
84 in. x 10) in., and a new format. 


Those who know 
best about 
advertising.... 


++ +» SAY 


Wass, Pritchard 
know best 
about printing* 


WASS, PRITCHARD « co. in 


85 FENCHURCH STREET, LONDON EC3@ Tel: ROYal 7141 


* Specialists in Print 


by Photo-Litho-Offset 
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‘Miller-Kent’ 
INTERNALLY 


LIGHTED FLOWERS 


Beautiful and in perfect taste. 
Groups in Vases, Flower Pic- 
tures, Sales Display Units. 
Absolutely practical, fully 
guaranteed. 
See examples at Showrooms: 
53 Wilton Place, Knightsbridge, S.W.! 
SLO 7865 


Patentee Producer: A. j. MILLER, Hartlip, Kent 


Up Guards 


and Atom! 


A successful modern 
business has its roots in 
the past but is geared to 
the times. In our High 
Street shop, for instance, 
you will find the slickest 
service imaginable and yet 
the old touch is there, Try 
us next time you have a 


Cleaning job. Jyst charge 
in — 
CLEANERS 
Tel. 1234 


See “Appointments Wented” 


BL 


thd Liew Cours, Car CEN 967 


Greenlys 
need these 
people 
quickly 


COPY We want a copy- 
writer who is an advertising 
man, rather than a novelist 
manqué. He should be able 
to dig out an essential selling 
story for himself, and ex- 
press it simply and freshly. 
If he has some conception 
of its visual presentation, 
so much the better. 


COPY in addition, there is 
a place here for a woman 
copywriter who knows the 
world of fashion and cos- 
metics and yet can avoid 
its tiresome clichés. 


LAYOUT We also need a 


very good visualizer, a man 
who can make roughs 
exciting and presentable 
without labouring them. 


It is important that none of 
these people should think of 
themselves as isolated stars, 
but as members of a friendly 
team whose | term fu- 
ture is bound up with that 
of this fast-growing 

if you-fit into this picture, 
— write a short, sharp 
r with details of exper- 
ence and salary (typi 
preferred) ond « it te 
Creative Controller, 
Greenlys Ltd., 

Street, W.!. 


@7 SHIRLEY ROAD. CROTOOR 
AGersceomest Ft4at-e 


MEST GRADE 


(fan Swaae 
BAT Panyae 


EXPRESS & 
DELIVERY 


BEN Pe er PALE ALE 
in 

xwell furriers, Safca 

Aerosol Lid., Rima and Atrima 

Led., wholesale 

costumiers, and Rocha gowns for 


Robert Sharp and Partners. 
ced LTD. for Greenlys 


BRA’, for 
i Ltd. 


soness oo 


(Ww. Ss. Centon Ltd.). 


BAUMOL SOAP, made by Duncan, 
Flockhart and Co., Ltd., using 
Housewife, Good ousekeeping, 
Family Doctor and trade Ky 
(General Advertising Co., Ltd.). 


SCOTTO bp ———— =a i 
Scottish a (placed 
direct by Scottish C.W.S.). 


using : ~ pt 
sues 3. ome a Ss I 3 

trade press (C. 
Wakefield Ltd.). 


magazines 
(Masius and Fergusson Ltd.). 


DISPLL, using national dailies and 
provincials and London evenings 
(Masius and Fergusson Ltd.). 


RHAPSODY CHOCOLATE 
ASSORTMENT, made by A. 
Adler Ltd., using filmlet, film 
=~ ublicity and press adver- 

ng (c. P Wakefield Ltd.). 


ieseeaie AND CO., LTD., 
Crown jewellers, using class 
newspapers and magazines (the 
Winter Thomas Co., Ltd.). 

BRITISH RAILWAYS, | 
large spaces in national daily 


Per rrvrvrvy 


ASSOCIATED ARTCRAFTS LTD. 


36 NORTH RD., YORK WAY, LONDON, N.7 


wvvVvVTVTVTT"r"T 


~errrrT.T SS 


* NORTH 3327-8 * 


SLIMMA SLA 
Sunda 


A large 
in The Times, Manchester 
wow nd Fi Times, 

,  llustrated 


ENGINES, using aviation press 
(Godbolds Ltd.). 


MELTIS NEW BERRY FRUITS, 
using half-pages in full colour A. 


journals’ (Wing's Press Service 


using double-page spread 

Digest, fb peep Radio Times 
for thermometer offer (Auld & 
Tilbury Ltd.). 


ASPRO, i national 
(Samson Clark & Co., Leap 
HALFORD CYCLES, using _half- 
page 7 The Star and 1 ~M 
triples ye —¥ x 
weeklies (G. Street & Cot Lid 
CRISCO made M. 
Cracuole oy ey ~ 
— iN linous 
ay, per provincial © and & Co., tid), 


Exhibition posters 


Poster ‘or the 
and Tool Exhibitica to. be held at 


Stars in slacks 


M.G.M. stars are being featured 
again in extensive press advertising 
for Slimma slacks. Ava — 
is inaugurating the second 


Sunday newspapers. C. J. Lytle 
en ae 

vious campaign 
Steen decks an fort 18 months 
featuring a different film star every 


‘ Be a a ie m . es 
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age aaa, CURRENT ADVERTISING AT A GLANCE 
ae Sunday ovincials, 
i (| Accounts women's sad general interest 
s magazines (direct). 
A ee | MACLEANS TOOTHPASTE, us- 
: ing national daily and Sunday 
new Ts, general _ interest 
woollen, women’s magazines, 
: trade press and filmiets and 
feat A ae on London buses (S. H. 
a4 Rae yy. Ltd.). 
io D SHARP’S TOFFEES, using 
4 pe ALS] ——— _ dailies and Sundays, 
7. Gt ad IRISH GOVERNMENT (ex ares NE ens women's 
‘as s Nz \ departments of Defence and Posts magazines and children’s fia). 

4 ae = Le and Telegraphs), for Sun Adver- (Smiths Advertising Agency Ltd.). 
Fie IN hike Sel EXQUISITE FORM is: 
as Sid ig hs Fok Seote- Turner and ‘A paneer ane uid). : ; 

Ai ay AS Se! BECTIVE SHOES, using national 
ar i yz SCOTTORN LTD., suppliers of newspapers, women's : 

igs , eK new and reconditioned com- and trade press (Napper, Stinton, 
. ‘1A 1 mercial vehicles, for D. H. Woolley Lid.). 

roe 3 L4 i Brocklesby Ltd. 
eee : 7 EXCEL SOUND _ SERVICES 

LTD., makers of Celsonic ta 
eee ee: recorder, R. J. Patchett Lia, : 

; makers of poultry batteries News and, in U.S., Washington 
‘ hen houses, and Fallowfield Post and Aviation Week o— 
House, retail clothiers, for Davis Whitcombe and 
ae Bennett Williams (Advertising) Ltd.). 

: Ltd., Bradford. ARMSTRONG SIDDELEY AERO 

: | ee | 
ANCE CO. LTD. (using 

3 ee ae weeklies INSTITUTION OF BRITISH 

; , for ooster using local 
Publicity Ltd. (Teddington). newspapers tWilcon and Co., 

Fs Ltd.). 

aye we SQUARES, ee by 

e amesons Chocolates 4k " r 

eal a Uk PRESTCOLD REFRIGERATOR 

of yl CC 

=e SUNWAY VENETIAN BLINDS, 

: a made by Venetian — I 

- DIP plastic starch using women’s Po 

“cae from May 17-28 will break four 
Pa weeks before the exhibition opens. 
— London Transport and British 
Fe poster, and cover of the 
at catalogue, with a colour scheme of 
of red, yellow and black, have been 
ee ——————————— designed by Maurice Rickards. 

Sh a Space is being booked in the 
ae iia 4) hy = 

» 
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“y v0 hj & he Pi aecialisisiiends ‘ savwatienphiiainmnions 
; Paae y~ a 
: | 1 next month the star to be 
i. * DISPERY — * | cstuvd’ will be, Exher "Wilkens 
Ee SILK SCREEN } The schedule includes national 
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SAY IT AGAIN 


“It is our belief that the character and class appeal of the 


product must determine the style of the advertising. This is what we 
mean when we talk about catching the spirit of the product. Our function 
is to express the selling policy of the manufacturers we serve, rather than 
to indulge in art or literary self-expression. We believe that an advertise- 
ment is weakened if the personality of the advertising agent is permitted 
to obtrude itself between the product and the public. 


“More often than not, simplicity is to be preferred to 
eccentricity; the familiar is to be preferred to the novel. A plain tale, 
well told and clearly illustrated, may have few conscious admirers. It 
may not be discussed in Fleet Street. It may not set the Thames on fire. 


“We become an integral 
part of the Sales Organisation of 
the firm we agree to serve, work- 
ing in harmony with it, assisting 
in the successful development of 
the policy. If we were entrusted 
with your advertising, we should 
first confer with you to check our 
preconceived ideas about your 
product against your experience, 
and secure an independent view- 
point on your selling problems 


But it has an excellent chance of selling the goods.” 


Our method of procedure? 


Royds said this twenty-five years ago. And every word of it stands. 


G.§S. ROYDS LTD - Incorporated Practitioners in Advertising 
160 Piccadilly + W1 - 


through contact with your distri- 
bution channels. 

“Then, having gained a 
broad understanding of your re- 
quirements, a marketing expert, 
a writer and an artist would visit 
your works to taeet your sales 
executives to interchange views 
and to study your past activity. 
Very often manufacturing pro- 
cesses reveal unsuspected selling 
points.” 

— from “ A Viewpoint published 1929 


Hyde Park 8238 
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8 
DAILY NET 


LEICESTER 
MERLURY 


LONDON. C.P.R. CRANE, 44 FLEET ST., E.C.4, TEL. CEN 6820 


SALE 


fo 


COUNTRY 


HOUSEWIVES 


a 
through 


HOME & COUNTRY 


THE W.1. MAGAZINE 
Bought by 130,000 
Women’s Institute members 
every month in every county of 
England & Wales. The only pub- 
lication devoted entirely to W.I. 
interests and the link between 
8,088 Women’s Institutes 


15S EBURY STREET, 
LONDON, S.W.! 


Advertising 


costs in four 


countries to be probed 


The Nordic Sales and Adver- 
tisin Association, through 
which the national sales and ad- 
vertising bodies of Norway, 
Sweden, Finland and Denmark 
co-operate, is to initiate a major 
research study into advertising 
costs in these four countries. 

Professor Max Kjaer-Hansen, 
of the College of Business in 
Copenhagen, will supervise the 
investigation, which will describe 
the advertising methods used and 
compare the structures of the 
advertising industry in these 
countries, both with each other 


and with those of other 
countries. 
It is hoped that the results 


will be available in the spring of 
1956, when the Nordic Associa- 
tion will celebrate its 25th anni- 
versary in connection with the 
eighth Northern Advertising 
Congress in Stockholm. 


Publicity keeps 
‘phone users 


happy 


The average American is more 
satisfied with his telephone ser- 
vice than is the British subscriber, 
and the reason is—publicity! 

This fact is stated roundly in 
Maintenance of Automatic Tele- 
phone Exchanges, a report by a 
productivity team representing 
the British Post Office Engineer- 
ing Department. It says that in 
America, “It is not considered 
sufficient to issue formal advertis- 
ing material or hand-outs to the 
press, but continuous publicity is 
dispensed on the basis that tele- 
phone business is news. One of 
the jobs of the public relations 
staff, in the field as well as at 
headquarters, is to get the press 
in on every possible activity that 
may interest and educate people.” 

Here are the conclusions 
arrived at by the team: 

“Good publicity contributes 
greatly to the raising of stan- 
dards, especially in a public ser- 
vice. By contrast, the absence 
of publicity may cause achieve- 
ments to pass unnoticed or even 
be misunderstood and so lead to 
damage to the morale of the 
staff. It is therefore recom- 
mended that all forms of 
publicity that will help to raise 
productivity in the maintenance 
of telephone exchanges should 
be intensified by the British Post 
Office, not necessarily to the 
same degree as in the U.S. but 
with the same planned 


FUNCTIONAL ADS 

“We p to continue our 
national advertising and it is our 
endeavour to keep its character as 
functional as possible; that is, giving 
the public good reasons why Tolly 
best,” states Major 

chairman 


beers are 
J. E. H. Tollemache, 
Tollemache’s Breweries Ltd. in his 


City plan review} 
of outdoor ads | 


, Hull's town planning com- ‘ 
mittee has agreed to establish 

an advisory committee which + 
will assist the local planning 
authority in a systematic 


The committee, it i 
poses, should consist of 
members of the town plan-] 
ning committee and seven 
local members of the Out- 


? Advisory Committee. 


Te ~ a on} 
advertisements. } 


3 OUT OF 10 ALLOWED 

Three out of 10 appeals against 
Lambeth Council’s refusal to 
allow advertisements on railway 
bridges were allowed by the 
Ministry. 


PACKAGING 
CONSULTANT 


All-in design, print, 
and production for 


Managing 
F. G. CURTIS & CO. LTD. 


Haydons Works, Haydons 
Wimbledon, 8.W.19. Liberty 4814 


SILK SCREEN SPECIALISTS 


PROSPECT 6097 


FABRICATING “eLIT” 
MOULDING Iuminated 
LETTERING, ETC. Signs to order 


TRADE INQUIRIES INVITED 
G. FENTON LTD 
1233/5 Westbourne Grove, 
w.il BAYswater 1610 


PADDINGTON 
ADVERTISING 
COMPANY 
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CLASSIFIED 
TES: 


RA 
APPOL 


Senior 
a Account 
Sese|| |) Executive 


sense. Salary commensurate 
with experience offered. 


Write in confidence. required for Malaya 
Box 7004 by 


Advertiser's Weekly 180 Fleet St EC4 


|, ||| Masters Limited 


Capable of producing meticulous line 
a man of outstanding merit to 
functions of Publicity Mana- “UU, ree s ngapore 
Public Relations Officer, Only 


diagrams from blue prints and photo- 
graphic reference. London Studio. 
Box 6960 
of sound practical experience 
i aspects of publicity, advertising 


Ad. Weekly 180 Fleet St BC4 


ZES" REE 
aay 
q 


x . Apply, An opportunity exists with this old- 
Weekly 180 Fleet St BO4 : +2 
TECUNICAL ARTIS encincerlaa back. established European Advertising Agency 


ind, ired f teresting ition ° ; ° 
E Putte Bencuness of lane ant N.S. W. for a Senior Account Executive with all- 


| 
i 


Five-day week. State salary expected. 
Box 6967 Ad. Weekly 180 Flee: St BC4 


g 
2 
z 


well established manufacturers of diesel A 
engines. Ability in mechanical draw- 
ings, photographic retouching, print and r equir e 


round practical experience in all phases of 

block reproduction. Excellent con- 2 ‘ og saree nn: 
At Ppa a _Dension scheme. 2 First Class Agency practice. Responsibilities will in- 
= neue ° clude servicing National accounts with 

rinsr-ci-ass, sucnwarreg fo D% |! Production Men 8 | 
Union), Top wages and permanency. A knowledge of printing processes subsequent control of Account Executive 
oe ot — riadebie Atteen's Group System. Successful applicant must 
poound ' experi ' general produc- : ‘ 
COMMERCIAL ARTIST | | | tion work or press and periodical, ee 
sountead ty leodine ror pet a to haa character and ability. First-class passage 


SOUTHERN RHODESIAN acqcmry quiiestion. paid, with six months leave after com- 
ADVERTISING AGENCY Application should be made in ot . , 
Must be capable of producing first. | | | ith full details of background and pleting three years service. 
= hee po Sonn we Behe The Production Manager Address applications, accompanied by full 


tunity for young man, or woman, | | | MAPPER STINTON WOOLLEY LTD. 


to build a career in a rapidly ex- details of personal history, past and present 
panding country. Medical aid 


benefits, pension scheme, 5-day Lendon, W employers, etc., to “Executive’’, c/o Messrs. 

abut tel cla tf ae Foote, Cone & Belding Ltd., 27, Hill Street, 
ir mail, givi requires 

wpe Ach ease by a . Berkeley Square, LONDON, W.1. 

mens of work, age and marital . . 


status, to : of past experience, to 
Agama Weekly 180 Fleet St BC4 
TANT uired (male female 
RHO-ANGLO PUBLICITY Ltd. ood designer in 4 — . well ~ 

hs 

P.O. Box 1185, Salisbury, Snowtedes of typcwaehy end teliesas 
S. Rhodesia , State experience and salary 
Box 7030 Ad, Weekly 180 Fleet S& BC4 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


ASSISTANT required for Senior Account 
Executive. Preferably with » creative back- 
ground and ali round agency experience 
The position offers opportunities for one 
who is prepared to carry ou!, conscientiously, 
the varying duties delegeted to an assistant 
Please write, in the first instance, giving 
detads of rh ality present 
position and salary Replies will be treated 
in the strictest confidence. 


The Managing Director, 
SPOTTISWOODE DIXON 
& HUNTING, LTD. 

52 Bedford Row, London, W.C.1 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


os eaneamerpmere 


Marcu 11, 1954 


| APPOINTMENTS VACANT 


ing Advertising Agency in London. 
Preference will be given to men between 
20/25 who are anxious tw make a 
progressive career, Five-day week; two 
paid holiday this year. Canteen. 
Apply stating age, cxperience and 
salary required to 
Box 7022 Ad Weekly 180 Pleet St EC4 


ADVERTISEMENT 
REPRESENTATIVES 


sooner in Midlands, North Country and 
South. Applications invited from experienced 
mon with first-dess space-selling ability 
THE COUNTY ASSOCIATIONS LTD. 
Bourdon Street, Berkeley Square, London, W.! 


PUBLICITY ASSISTANT required, 22-24 


= of age, for large Birmingham 

inecring Company. Experienced in 
process work, print production, able to 

beat with administrative details, five- 

day week, pension fund, excellent pro- 

— possibilities aoe one not afraid 
of starting on the ground floor 

Box 7021 Ad. Weekly 180 180 Fleet St BC4 


LAYOUT ARTISTS 
— creative, to prepare rough 
visuals and slick finished presentation 
layouts in black-and-white and colour 
for press advertisements, leaflets, 
brochures, etc. Agency experience 
essential 


graphs of technical, semi-technical 
and general nature. Ability to help 
with other work en advantage. 


Write or teleph 


for appoi — 
Managing Director, 
THE NATIONAL PUBLICITY CO., LTD. 
36-37 UPPER THAMES STREET, LONDON, E.C.4 
, CENtral 0473-6 


COPYWRITER 

A London agency requires » copywriter to 
work upon a number of important national 

The ful applicant, who 
must be able to express his own ideas and 
to interpret those of others, will have had 
not less than 3 years’ agency experience 
and will be able to show evidence of all- 
round creative ability. Please write, giving 
details of experience and salary required. 
Our own staff know of this vacancy. 


Box 7 


037 
Advertiser's Weekly 180 Fleet St EC4 


YOUNG ASSISTANT required in Pub- 


licitty Department of major Film 
Reming Company. At least one year's 
agency or publicity experience essential. 
Applicant must be keen to learn and 
willing to work hard as member of a 
team. Duties include some simple 
copywriting and captioning, also sub- 
bing, accurate routine filing of stories 
and stilis for library reference; gencral 
assistance in department as required. 
Progressive post for emterprising man. 
Write, giving full details of experience, 
stating age and salary required, to 

Box 7029 Ad. Weekly 180 Flee: St BC4 


GENERAL ARTIST with leticring ability 


required for Agency studio. Write, 
giving details of experience and salary 
required, = Pg a | Director, Larder 

Stevens | 72 Pleet Street, B.CA, 
or phone CENial 1422 for an appoint- 
ment. 


SMITHS’ 


of 
100 Fleet Street 


are looking for a first-class 
COPYWRITER 


Applicants should be able to show by their 
record that they can justify a generous 
starting salary and also that they have the 
ability and imaginative approach to adver- 
tising which will qualify them before long 
for a high executive position in the agency. 
This vacancy offers every opportunity to 


the right man. 


Applications for interviews should 
be made in writing to Tom Smith, 
Smiths’ Advertisi 
100, Fleet Street, 


‘Tondon, E.C4 


TYPOGRAPHER / PRINTERS’ LAY- 


OUTS. Agency experienced man re- 
quiredable Ww ~prepafe good type 
mark-ups and layout adaptations for 
press, periodicals and brochures. Good 
sense of design essential. Interest in 
art work and studio organisation an 
advantage. Phone for appointment to 
Crane Publicity Lid., CHAncery 5287. 


TECHNICAL ARTIST 
With jence of engineering 
"Shanes sasted ty 


Masey-Harris-Ferguson Ltd. 
Moorfield Estate, Kilmarnock 


Apply in writing to the Personnel Manager. 


RETOUCHER required by Advertising 


Agency handling mainly technical ac- 
counts. Must be fully experienced in 
all types of retouching with particular 
emphasis on mechanical subjects. Five - 
day week and Superannuation scheme. 
Replies, which will be weated in strict 
confidence, must B guns age, experience 
and salary requi 

Box 6966 Ad. Weekly 180 Fleet St BC4 


LADY ASSISTANT ww Account 


Execu- 
tive required with knowledge of pro- 
duction, copy detail, ectc. Dealing 
mainly with technical accounts, the 
position has scope for learning and 
progressing with growing agency. Five- 
day week. Write only initially stating 
salary 


ROUND 
ERAL ARTIST required (Male). Write, 
giving details and salary required. 
Box 6728 Ad. Weekly 180 Fleet St BO4 


STUDIO IRWIN 
have vacancy for 


TOP — 
RETOUCHER 


A secure and lucrative position 

for the right man. Write or 

phone to Art Director for 
appointment. 


STUDIO IRWIN LIMITED 


BATESON & STOTT 


have a vacancy for 
EXPERIENCED 


GENERAL ARTIST 


with creative ability and high 
standard of finished work. Figure 
work not essential. 


Write or ‘phone for appointment 
BATESON & STOTT 


45 St. Paul's Churchyard, £.C.4 
CENtral 2664 


DEPARTMENT of busy 
Advertising Agency requires competent 
assistant book-keeper. Advertising 
agency experience advantageous. Hours 
9.30-5.30. No Saturdays. Apply by 


required, to Secretary, Turner 


and Vincem Limited, 19 Buckinehans 
nt 
Street, W.C.2. 


AN INTERESTING VACANCY 


occurs in Modern Retail Department 
Store in British West Africa for a 
young man in the 28-30 age group 
who will have responsibility for 
initiating and developing the Store’s 
advertising activities subject to 
usual policy guidance. 


This post will interest assistant ad- 
vertising managers anxious to 
prove their worth in a higher sphere. 
Appointment holds great possibilities 
for a man with initiative and drive. 
Applicants must be Advertising 
trained with good experience in the 
Advertising Department of a De- 
partment Store and possess an all- 
round knowledge of mechanical 
production. An ability to draw 
would be an advantage. 
Remuneration will depend on 
qualifications and experience but 
will not be less than £1100 per 
annum with free furnished quarters 
and free medical attention in Africa. 
Generous family allowances and 
retirement benefits. Tours of 21 
ths duration with leave on full 


members of busy group. Congenial 
conditions in a friendly, co-operative 
atmosphere. Knowledge of advertising 
advantageous but not essential. Five- 
day week. Write for appoinunent w 


Secretary, Dudiey, 
Lieuieed.. ‘19 Buckingham Street, W.C.2. 


"Phone your Classifieds to CHA 8844 (Ex 25) 


pay and free passages. 
Write giving age and full details of 
experience to: 
Box No. 7476 
oe ny eg 
31 Budge Row, London, E.C.4 
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Marcu 11, 1954 


APPOINTMENTS VACANT 


PRINTING VISUALISER 
required 


CLASSIFIED ADVERTISEMENTS 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


Central London 

The vacancy calls for an experi- 
enced designer, age group 25-35, 
capable of producing quick visuals 
for all forms of printed publicity 
material. Accuracy and versatility 
in the use of type and illustration 
are essential qualifications. 


Write fully, age, experience and 
salary required to: 
Box 7018 
Advertiser's Weekly 180 Fleet St EC4 


WANTED LONDON, first-class retoucher 
and general studio man. 
Box 7005 Ad. Weekly 180 Fleet St EC4 


West End Commercial Art Studio 


REPRESENTATIVE 
with knowledge of Production, good prospects 
STUDIO COROT 
7 NOEL STREET, W.1 
GERrard 3758 


PHOENIX STUDIOS 


10 ALBEMARLE STREET, LONDON, W.1. 
MAYFAIR 1565 
Are expanding and require: 


General Artists for line, tone, colour work on National 
accounts for top ranking Agencies. 


Lettering Artist with above average ability on modern 

free style scripts. 

Secretary-s/typist to control office administration. 
Holidays with pay this year, 35 hour week. 


Write or telephone Mr. Smallwood 


GENERAL ARTIST 
required 
Central Area 
with at least five years’ practical 
experience. Must be versatile and 
capable of producing finished 
artwork, including still life, to a 
high standard for all classes of 
press and printed advertising 
material. Figure work useful but 

not essential. 
Full details, age, experience and 
salary required to: 


Box 7017 
Advertiser's Weekly 180 Fleet St EC4 


A GOOD SENIOR TYPIST is required 
for interesting work in the Publicity 
Department of world-famous organisa- 
tion with offices in Central London. 
The successful applicant will be an 
accurate and painstaking (though not 
necessarily fast) typist with an interest 
in the layout and presemation of her 

typing and with the ambition to master 
ae a little differem from — at the 
copy-typing work. Shorthand not 
required but previous p—-- BS of 


ASSISTANT ogy — 


, blocks, etc.) copes for 
advertising department weekly 


Box Ad. Weekly 180 Pleet St BC4 
PERSONAL SECRETARY required by 
Advertising Manager of Ind Coope & 


ledge 
stencil cutting will be a distinct 7 ane sae eS > 


Pive-day week. advantage. Write to 
restaurant. Wi Manager, Ind Coope & 
Box 6963 Ad. Weekly 180 Fleet St BO4 Burton-on-Trent 


Interesting 

and permanent 
positions 

open to two 
visualisers 


(SENIOR AND JUNIOR, EITHER SEX) 


In publicity department 
of large London organisation. Please 
send full details of experience, age 
and salary required. 


BOX 7034 
ADVERTISER'S WEEKLY 180 FLEET STREET EC4 


Good salary. 
Box 7010 Ad. Weekly 180 Pleet St BC4 


if you are an 
ACCOUNTANT 


with Agency experience, are blessed with 
® good memory and enjoy detail work, 
this job may interest you. We need some- 
one to keep our books and deal feithtully 
with such queries os arise regarding esti- 
mates, orders, invoices and so forth. 
The type of man we seek will be worth 
at leost £750 « year to us. And to the 
right man the job offers excellent p 


Experienced Artists 
required immediately 


FASHION 
STILL LIFE 
FURNITURE 
ARTISTS 


The people required must have 
advertising studio experience 
working in congenial studios on 
interesting accounts. Positions 
offered are well paid, including 
holidays this year, five day week 


PRODUCTION ASSISTANT 
. Must have experience in 
block ordering and proof ———-. 
Pive-day week. Write, giving detail 
of past experience and ‘salary required, 


to 
Box 7036 Ad, Weekly 180 Fleet St BC4 


of advancement. # you think you are 
thet man write (please do not ‘phone) 
giving your age and full details of your 
experience, to the Governing Director 
Mark your letter—which will be treated 


_ 


PRODUCTION MAN. West End Agency 


has vacancy for keen, cnergctic man 
(about 24) experienced in advertisement 
and print production work and related 
agency duties. Congenial —- 


A.T.A, ADVERTISING LTD. 


Top class layout 
artist with previous Agency experience 
required for London Agency handling 
Technical and Industrial Accounts. 
Applicants will be required to prepare 
high-class pencii roughs for clients’ 
Presentation and must also be prepared 
to visualise. —— salary, five-day 
week. Write fully to 

Box 6913 Ad. Weekly 180 Pleet & BCA 


‘Phone your Classifieds to CHA 8844 (Ex 25) 


MANAGER 
wanted 


immediately 


for growing postal business in- 
volving control of large volume of 
single monthly despatches and 
accounts, Large trained staff, 
modern premises. Good condi- 
tions, good salary and excellent 
prospects for energetic man with 
drive, ambition and real organi- 
sing ability. Experience in modern 
accounting methods (including 
punched-cards if possible) an asset. 
Age preferably below 40 but 
older men of outstanding ability 
and experience will be considered. 


Write, giving details of experience, 
qualifications, age, etc., to: 


Box 7031 
Advertiser's Weekly 180 Fieet St EC4 
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ADVERTISER'S WEEKLY 


MERSEYSIDE AND 
NORTH WALES 
ELECTRICITY BOARD 


SENIOR ASSISTANT 


required in the Publicity and Public 
Relations Section of the Secretary's 
Department, Electricity House, Love 
Lane, Liverpool 3. Salary within 
the range £670/£730 p.a. (NJ.C. 
Grade 5),according to qualifications, 
which should include experience 
in Public Relations and general 
publicity work, with special know- 
ledge of print production, journalism, 
or copy writing, Knowledge of 
photography advantageous. 

The appointment is superannuable 
and subject to medical examination. 
Apply by letter to the Establishments 
Officer, above address, not later 
than 22nd March, 1954. 


FIRST CLASS 
LETTERING ARTIST 
also 
FIRST CLASS 
GENERAL ARTIST 


wanted by well-known London 
Studio for work on National 
Accounts. No Students or Amateurs 
please! Progressive posts with 
holidays this year. 


Box 7026 
Advertiser's Weekly 180 Fleet St EC4 


PRODUCTION ASSISTANT required for 


medium size London Agency, Pro- 
aressive job with good prospects for 
advancement. Write, stating age, 
experience and salary required, to 

Box 6964 Ad. Weekly 180 Fleet St BC4 


Graham & Gillies 


REQUIRE A 


Creative 
Typographer 


WITH AGENCY EXPERIENCE 
* 


He should have a 
Good Knowledge of Type- 
faces, ability to produce 
Adaptations neatly and 
accurately, and must show 
visual evidence of his skill 
in layout 
THE SUCCESSFUL APPLICANT 
will receive @ GOOD SALARY 
commensurate with ability 
WRITE IN CONFIDENCE TO 
Mr. Vincent Steer 
GRAHAM & GILLIES LIMITED 


37 Golden Square, London, W.1 
OR TELEPHONE: 
Gerrard 9121 


528 


or she, or the 


excepted the provisions of the 
Notification of Vocuncise Onder 1908-7 


TOP LINE CREATIVE VISUALISER 


An outstanding opportunity for a first-class 
man who is an artist and can create visuals 
of the highest quality. Should also be able 
to brief other artists, etc., on production of 
roughs and finished work. This opportunity 


is in London. 


Apply, giving full information to: 


7035 


Advertiser's Weekly 180 Fleet St London EC4 


ADVERTISING ASSISTANT for Export 


publicity department of Nationally 
known Office Equipment manufacturer. 
Applicant between 25-30, should be of 
good education and personality, with 
general experience in production of 
Sales Literature, etc. Write 


} 
Box 6987 Ad. Weckly 180 Fleet St BC4 


ADVERTISING LTD. 


have a vacancy for another 


LAYOUT 
MAN 


He must be experienced in National 
Advertising, have a versatile sense of 
design, embracing a keen understand- 
ing of lettering and typography and the 
ability to produce finished roughs. 
Please write for appointment stating 
experience to: 

General Manager 
McCANN-ERICKSON 
ADVERTISING LTD. 
Brettenham House, 
Lancaster Place, W.C.2 


POINTEL DESIGN COMPANY require 


another general artist for roughs and 
finished work in all 
be experienced and know something 
of reproduction, Telephone WHlichal! 
5991 for appointment. 


COPY DETAR ASSISTANT 
qui d with Lad i 
ata Anat blech erderi 
ote. Wilke giving detells of experince 
and salary required to + 
Cc. R. CASSON LTD. 
6 Aldford Street, London, W.1 


A PERSON WITH PROVEN ABILITY 


in Charging up Typesetting and Foundry 
Work anxious to join a leading London 
Printers, should apply in writing to the 
Personnel Manager, nts 2% 
Lid., Portugal 


£20 P.W. DRAWING ACCOUNT avail- 
able to salesman with first-class sciling 
record for local media throughout U.K 


References essential 
ment, PAD. 9932. 


lished publishers. 


Box 7041 Ad. Weekly 180 Fleet St BC4 


. Ring for appoint- 


| YOUNG MAN, some experience publish- 
ing and typing preferred, wanted for 
copywriting and other duties by estab 


CLASSIFIED ADVERTISEMENTS: 


Situations Vacant: “The engagement of persons ad 
ithe soplicant oman aced 18-4 cise orn woman aged 18:59 nt 
the applicant i» man aced 18-04 inclusive or & woman aged 18-39 achive 


Marcu 11, 1954 


APPOINTMENTS VACANT 


Young Copywriter 


We are looking for a man in his 
twenties who has had more than 
a year's agency experience and 
has proved himself a competent 
copywriter. He will have a flair 
for translating technica! and 
scientific facts into lively, 

English; he will join a team produc- 
ing copy for a wide range of 
pharmaceutical and food products. 
Salary will depend on proven 
ability. Superannuation and in- 
centive schemes, and canteen 

facilities, will be available. 


Apply in writing to the 
Senior Personnel Officer 
GLAXO LABORATORIES 


LIMITED 


GREENFORD, MIDDLESEX 


VERSATILE ARTIST 
required in studio of important manufacturing 
organisation. First-class finish for reproduction 
essential. Experience of airbrush work advan- 
tageous. Only experienced artists should 
apply, stating age and salary required to: 


Box 7027 
Advertiser's Weekly 180 Fleet St EC4 


PUBLICITY ASSISTANT. 


, permanent 
position, in small but busy Publisher's 
Advertising Deparument to write copy, 
prepare rough visuals, place orders and 
attend to records. Typographer and 
om, already employed. 

7014 Ad. Weekly 180 Fleet St EC4 


| 


| 


IMPORTANT 
ADVERTISING 
APPOINTMENT 


The Advertisement Director of a large and important group 
of general and technical periodicals requires an assistant. 
The position is of great responsibility and one with 
considerable prospects. 
The successful candidate must be a man of high 
intelligence; te must have organising ability and the 
presence and character that would enable him to mix 
freely and with confidence with top level executives; he 
must have initiative and drive and the personal integrity 
that inspires confidence. Business experience in advertising 
would be an undoubted advantage, but for an important 
appointment of this character is not absolutely vital. 

The salary will be commensurate with the requirements 
of the position and the suitability of the candidate. 

Applications in the first instance should be brief and 
should include the following details: 
business experience and present salary, all of which will, 
of course, be treated in the strictest confidence. 

Likely candidates will be selected for personal inter- 
view; unsuccessful candidates will be notified. 


Box 7013 
Advertiser's Weekly 180 Fleet St London EC4 


age, education, 


Phone your Classifieds to CHA 8844 (Ex 25) 
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APPOINTMENTS VACANT 


OPPORTUNITY 


to join the advertising staff of 
Blandford Press as 


SPACE 
REPRESENTATIVE 


at the commencement of « new weekly 
periodical on freight and forwarding, entitled 


“FREIGHT NEWS” 


first issue to be published in June. Naturally 

knowledge of shipping companies, for- 

warding agents, etc., would be advan- 

tageous. Salary sccording to experience 
Write full details to ; 

Ernest Barnes, Advertisement Director, 


BLANDFORD PRESS LTD. 
16 West Central St., W.C.1 


SENIOR CREATIVE MAN required by 
medium-sized agency. The successful 
candidate is likely to be a man in his 
mid-thirties, who for at least the last 
three or four years has been completely 
responsible for the writing and creation 
of front-rank advertisements in .cither 
the consumer or technical field He 
will be capable of planning a group of 
advertisements as part of an overall 
marketing conception, and have suffi- 
cient experience to evolve a complete 
marketing approach if called upon two 
do so. He need have no particular 
artistic ability although « strong layout 
sense is essential, and the ability to 
produce rough “‘scamps” highly desir- 
able. The Agency concerned is young 
and virile, offering wide opportunities 
to an able man with enthusiasm for 


his job The post is permanent, with 
a gencrous life assurance and pension 
scheme in operation. Write full details 


of age, experience and salary required 
with preferably names of accounts 
handied, in strict confidence to 

Box 7012 Ad. Weekly 180 Pieet St BC4 


WEST END AGENCY 
requires 
Secretary/Book-keeper Qualifications : Good 
Shorthand/Typing, knowledge book-keeping, 
good telephone manner, smart appearance. 


Box 7023 
Advertiser's Weekly 180 Fleet St EC4 


ACCOUNTS CLERK, Male, not over 30 
with experience of charging art work, 
blocks, etc Five-day week, holiday 
given this year Phone for appoint- 
ment Stephens Advertising Service 
Lid., HOLborn 6051 

FULLY EXPERIENCED Print and Pro- 
duction Manager required at once for 
progressive central Manchester Adver- 
tising and Public Relations Agency. 
Own extensive Studio. Attractive work- 
ing conditions Young creative tam, 
Box 7006 Ad, Weekly 180 Pieet St BC4 


APPOINTMENTS VACANT @ 


APPOINTMENTS WANTED 


YOUNG ARTIST 
with creative aptitude and able to produce 
good general artwork, is required by « small, 
busy Agency. Previous Agency experience 
essential. The successful applicant will not 
lose his summer holiday by making » change 

now. Full details to 


Box 7039 
Advertiser's Weekly 180 Fleet St EC4 


LAYOUT /VISUALISER = required = for 
London Agency Applicants should 
have previous Agency experience and 
be capable of putting their own and 
others’ ideas into good layout form for 
presentation to clients. Five-day week 
and ideal working conditions Write 
fully, including age, experience and 
salary required, to 
Box 6914 Ad. Weekly 180 Fleet St BC4 

PRODUCTION. Young man with pre- 
vious Agency experience required for 
established London Agency Sound 
knowledge of Blockmaking and Type- 
faces essential. Five-day week, Write 


fully, including salary required, to 
Box 6975 Ad. Weekly 180 Fleet St EC4 

EXPERIENCED VOUCHER CLERK 
required, capable of working on own 
initiative, progressive agency. Write 
giving full particulars to 


Box 7038 Ad. Weekly 180 Piect St BC4 
LETTERING ARTIST required in studio 

of London Agency Five-day week 

Write, stating age, experience and 

salary required. 

Box 6994 Ad. Weekly 180 FPieet St BC4 
PRODUCTION ASSISTANT for pub- 

lisher’s office. Fully experienced Book 

Production 

Box 6989 Ad. Weekly 180 Fleet St EC4 


APPOINTMENTS WANTED 


YOUNG MAN, 25, 
with strong creative ability (Northern 
agency copy/ideas{ man and accounts 
executive) is anxious to hear of a 
General, Semi-technical or a House 
Magazine which needs his services as a 


CONTRIBUTING EDITOR 


Vigorous original approach backed by 
thorough knowledge of production. 
Specimens of high creative standard. 
Salary £700. Write, 
Box 7043 


Advertiser's Weekly 180 Fleet St EC4 


UP GUARDS AND ATOM! Do you like 
my advertisement in a College Magazine; 
reproduced in miniature on page $227 


THE DIRECTORS 
of an important London Agency will be 
pleased to hear from a live ideas and Copy 
Man, capable of turning out the right stuff 
for technical and semi-technical advertise: 
ments and print Excellent salary and 
prospects 


Box 7011 
Advertiser's Weekly 180 Fleet St EC4 


A SECRETARY with good shorthand and 
typing is required by the Advertisement 
Manager of a well-known publication. 
Interesting work with congenial work- 


ing conditions Hours 9.30-5, No 
Saturdays. Apply w 
Box 7040 Ad. Weekly 180 Fleet St EC4 


AD MAN WANTED 
Small periodical house with expan- 
ding prospects requires enthusiastic, 
ambitious Ad. man who seeks per- 
manent position with house that 
will grow 
Must have planning capacity, or- 
derly methods and be able to 
develop ideas of experienced 
publisher. Salary and commission 


Box 7028 
Advertiser's Weekly 180 Fleet St EC4 


Advertising has been only one of my 
| jobs with a busy Private Company 
| Now I wish to concentrate Brimful 
| of ideas (mainly humorous), proved pull 
in copywriting, some lettering ability 
| Suggestions please Topps, 4 Ashfield 
Road, Andover. Tel.: 3429 
ARTIST, all-round retouching, 
line, etc., seeks part-time job, 
days a week 
Box 6998 Ad. Weekly 180 Fleet St BC4 
GENERAL ARTIST, 10 years’ studio 
routine, wishes to specialise layout. 
London or near 
Box 6985 Ad. Weekly 180 Fleet St BC4 


YOUNG WRITER, ase 26, desires posi- 


lettering, 
3 or 4 


tion in copywriting capacity. No 
previous agency experience but very 
real talent and unbounded enthusiasm 


for the medium, Experienced in com- 
pilation of catalogues and literature. 
Box 6986 Ad, Weekly 180 Pileet St BC4 


JUNIOR ARTIST, one year's experience, 
requires studio position. Salary unim- 
portant 
Box 7016 Ad. Weekly 180 Fleet Si BC4 


BRIGHT IDEAS and copy man secks 
imeresting, creative post in London 
Box 7044 Ad. Weekly 180 Fleet St BO4 


WITH OVER 7 YEARS’ EXPERIENCE 
in Exhibition Stand Design and Con- 
struction, also with experience in many 
other aspects of display, keen man secks 
position as production Manager or 
similar responsible post, with firm of 
Exhibition and Display Contractors 


PUBLIC RELATIONS 


Experienced Executive, 30, with success 
record—making P.R pay for its keep—would 
like opportunity of tackling unusual PR. job 
for Agency or Company Write or wire 


Box 6988 
Advertiser's Weekly 180 Fleet St EC4 


YOUNG WOMAN Advertising Execu- 
tive with 8 years’ Space Buying and 
Production experience, desires perma- 
nemt change.—-Please write 
Box 6891 Ad. Weekly 180 Pleet St BO4 


“HAND-PICKED” SECRETARIES, 
TYPISTS, Telephonists and all other 
office staff.--The Wigmore Agency, 67 
Wigmore St.. W.1, HUNter 9951/2/3. 


SECRETARIAL AND OFFICE STAFF. 
We introduce efficient candidates for 
all vacancies, Consult Embassy Bureau, 
Excel House, Whitcomb Street, 
W.C2. WHlichall 5924 

KEEN PUBLICITY MAN 
original ideas, 
tion 
Box 6955 Ad 


G6) with 
secks progressive posi- 


Weekly 180 Fleet St BC4 


FREE LANCE SERVICES 


TOP GRADE ARTIST 
with imagination requires free-lance work. 
Leyout, illustrative, mechanical and figure 


Box 6990 
Advertiser's Weekly 180 Fleet St EC4 


LAYOUT ARTIST (fx. Pig.) specialises 
in folders and brochures, seeks com- 
missions 
Box 6935 Ad. Weekly 180 Fleet St BC4 

IDEAS? ARTWORK, LAYOUT, PRO- 
DUCTION. Commissions requested 
Box 6875 Ad. Weekly 180 Pleet St PC4 

ARTIST FREE-LANCE requires com- 
mercial commissions, figure, lettering, 
visualising, quick service, reasonable 
prices 
Box 6992 Ad. Weekly 180 Fleet St BC4 

PREELANCE LETTERING and gencral 
rtist seeks contacts. Write 
Box 7045 Ad. Weekly 180 Fleet St BC4 

FREELANCE ARTIST seeks further con- 


tacts, lettering, layout, general. Lyons, 
BAY 

ARTIST EXPERT FIGURE R&E- 
TOUCHER requires free-lance 


work. 
Box 6991 Ad. Weekly 180 Pieet St BC4 


BUSINESS OPPORTUNITIES 


TO A PUBLISHER 
Have you a publication needing 
help or co-operation ? 
if so, we may be interested 
Write in confidence : 

Box 6999 
Advertiser's Weekly 180 Fleet St EC4 


DEFUNCT COMPANY NAME 
required 
Box 6996 Ad. Weekly 180 Fleet S& BCA 
PUBLISHERS wish tw buy outright, or 
to acquire controlling imerest in estab- 
lished and financially sound Technical/ 
Trade journal capable of further 
development Propositions in confi- 
dence wo 
Box 6950 Ad. Weckly 180 Pleet St BC4 


SHOW CARDS, CUT-OUTS 
ADVERTISING FOLDERS 


by photwo-litho of letterpress (own 
photo-litho process plant). 
CARILLON PRESS LTD. 

Pine Colour Primer, Bournemouth. 
Telephone Boscombe 36835. 
London Office 98-100 Fleet Sereet, 
B.CA. Phone: CEN«tral 1740. 


Box 6977 Ad. Weekly 180 Fleet St BC4 


| 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


CARICATURES 
Ce groups in colour) as in 
“A.W.” and “W.P.N." recently, 
Capt. G. D. Machin, D.P.C., 
Quoins, Dallington, Heathfield, 
Sussex. Phone: Rushlake Green 
305. A London Studio. Quotes 
for lettering, layout, yy 
sketches, straight, humorous a 
copy 


SPACE SALES. 


Representative residing 
Central London (own equipped office) 
glad w consider additional represent- 
ation, Communications strictly con- 
fidential to 
Box 7042 Ad, Weekly 180 Pleet St BO4 

ADVERTISER'S CLIENTS would be 
interested to purchase established bill- 
posting company London area, Pull 
details in strict confidence 
Rox 7026 Ad. Weekly 180 Fleet Si, BOS 


SMALL, WELL~- ESTABLISHED, POSTER 
AND DISPLAY COMPANY 
with good connections—centrally situated 
studio premises of 1,500 sq. feet with full 
equipment including benches, etc, desires 
to amalgamate with another company tor 
the main purpose of reducing overheads and 
making full use of existing facilities Principals 
only 


‘Phone your Classifieds to CHA 8844 (Ex 25) 


Box 6980 Advertiser's Weekly 180 Fleet St EC4 


ACCOMMODATION 


DESIGNER with small letterpress plant 
secks studio space with printer.-- 
Tooby, 15 King Street, Covent Garden, 
W.C2. TEM 6491 

LEASE OF LARGE STUDIO with office 
and dark room, Complete with 16 mm. 
and 35 mm. animation cameras and 
stands, desks, tables, artists’ equipment, 
suitable for small unit. Apply 
Box 7007 Ad. Weekly 180 Fleet Si BO4 


SALES AND WANTS 


LUCIDA~Condition as 
Pull set of lenses. What offers? 
Box 6954 Ad. Weekly 180 Plee: St BOS 

SCALE MODELS of all types at reason- 
able cost 
Box 6993 Ad. Weekly 180 Fleet St B04 


MISCELLANEOUS 


DEBTS collected throughout Britain. No 
resultno fee. Brilegal (ietab, 1919), 
80 Leeds Road, Bradford 


PERSONAL 


ADDRESSING, Duplicating and Mailing 
Services Typing, Legal Briefs, Balance 
Sheets, Authors’ MSS. Victoria Postal 
Publicity, 52 York Sureet, London, W.1 
WELbeck 1450 


COURSES 


new. 


EXAMINATIONS 


INTERNATIONAL CORRESPON- 
DENCE SCHOOLS offer comprehen- 
sive and uptodate Home Sudy 
Courses and Tuition in preparation 
for the above cxaminations. These 
Courses have been prepared by ex- 
perienced and successful advertising 
men 


Year after year 1.C.S, Students figure 
prominently in the lists of passes and 
with our help many advertising men 
and women have Associates 
of the L1.P.A. of A.A. diplom 
holders. 
All our candidates are coached until 
successful without extra charge, 
‘We also give specialised training in 
COMMERCIAL ART, POSTER 
DESIGN, LETTERING and SIGN 
WRITING. 
Write to-day for tree book containing 
full information about our excellent 
instruction service. 
Dept. 2B, INTERNATIONAL 

CORRESPONDENCE SCHOOLS, 

International Buildings, Kingsway ,W 
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55/- (overseas) 


‘7 STOP PRESS 


SURVEY ON READERS 
OF ‘NEWS CHRONICLE’ 


+ 4 “, a —— “News Chronicle” publish results 
Pp anning ; . s of survey of their readership 
oe tee carried out by British Market Re- 
; , search Bureau. This shows 68 per 
cent of men are “leaders ~ 
: . . opinion,” 23 per cent being 
; ; a professional and executive gro ups 
ar , \ . Sis und 45 per cent foremen and skil 
ny he - cs manual workers. of women 
readers 68 per cent are housewives. 
Duplication is shown to be slightly 


\G@ ~ ae 
e o a ge lower for “News Chronic’ t 
: . for other national dailies, 61 
ex i i b> * cent of readers taking no ot 


national. 


LEP CO-OP AD AWARDS 
at the yy yet Reta : For second year in succession 
¥ ; -. Royal Arsenal Co-operative Society 
} é . ' ' has won Co-operative Union's 
trophy for best co-operative adver- 
tising of the year. Union's awards 
for 1953 attracted 490 entries. 
George E. Page has been in charge 
of Royal Arsenal Society’s pub- 
licity since 1937. 


Mecca Organisation took 15} in. 
x six column space in “Evening 
News” to announce 70 years of 
progress. Advertisement, which 
included remarkable variety of 
ty faces, gave complete list of 

ecca dance halls, bands, restaur- 


Re hie ants, clubs, hotels and outside 
... then HURRY! “el ‘ Gavia By catering services throughout United 


om ‘ ‘ ; ; ; i Kingdom. It was designed “to 
To get the best results from your Stand ‘ |: asl give individuality” to various estab- 
tell prospective buyers in advance just : 4 lishments. Anticipated _ similar 
what you are showing, where to find Oe aM a ay oe . on —_ 
you at the Fair. . Se London evenings. Agents: Knox 
Tell them through an advertisement in * Ve a ay oe ae 
BUSINESS —the Journal of Manage- P ee Annual meeting of Press Adver- 
ment in Industry. Of its 12,850-odd tm tisement Managers’ Association will 
monthly sold copies (A.B.C. certified)  ¢ , _ be bold March 25 when Cyl 

o Pounds will be presented with case 
91% go to the leaders of Home and of pipes to mark his retirement 
Overseas Industry — the men who will after 50 years with Associated 
visit the Fair to buy for Industry after Newspapers and, Nestea - 

j apers grow sentation w 

they have read the comprehensive pre- Net Monthly Sale« ans by ‘he Association’s presi- 
view which will appear in the enlarged 


dent, W. B. Lattimore. 
May B.I.F. issue of BUSINESS—to be (A.B.C. July-Dec. 1953) . : 


published six days in advance of the Martin =H. Perry, managing 

neni EX director of Marketing Consultants 
a CEED Ltd. and director of Pictorial Pub- 
Latest copy-date is March 25th, so licity Co., Ltd., t by or 
you'll need to HURRY. 12,850 _ He is to make surveys for 


Better ring CHAncery 8844 NOW COPIES dress Publicity Chub of London ‘on 


“Rackets” on Monday night. 
breaking for 


aign 
Pepsi-C ing large ae 
“! ; London evenings. Agents: Masius 
Published by & Ferguson, = 
BUSINESS PUBLICATIONS LTD., H. Vincent, managing director, 


180 FLEET STREET, LONDON, E.C.4. Dome Turner & Vincent Léd., 
THE JOURNAL OF MANAGEMENT IN INDUSTRY serioudly injured in motoring acci 


Published by the Proprietors, BUSINESS PUBLICATIONS Lid., at their office at 180 Fleet Street, London, E.C.4. (Phone: Chancery 8844.) 
March 11, 1954. Printed in England by Keliher, Hudson & Kearns Lid., 15-17 Hatfields, London, S.B.1. 
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